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STYLE 
AND 


COMFORT...your 2 major selling points... 


combined in 1] shoe! 


your store, Johnsonian Guide-Step 
comfort brings them back! 
Like to learn more about these fast- 


Any of a score of America’s most 
style-wise shoe manufacturers could 
have made the handsome wingtip you 
see above. But this one is different: 
it was made over that famous Guide- 
Step last. 


This shoe is a Johnsonian Guide-Step, 
and like every other shoe in this com- 
plete line, it combines flawless styling 


and wonderfully comfortable fit. The 
secret is in Guide-Step lasts, devel- 
oped during 30 years of research 
involving hundreds of thousands of 
foot measurements on feet in action. 
These lasts mean comfort. 


Think what this means to you in 
terms of increased business: Johnson- 
ian Guide-Step style brings men into 


moving, nationally advertised shoes? 
Drop us a line for further informa- 
tion, or a visit from one of our repre- 
sentatives if you wish. Remember: 
style and comfort, in one line of shoes! 


Priced to retail profitably at $9.95 to °12.95 


Nationally advertised in LIFE, SATURDAY EVENING POST, COLLIER’S, LOOK, 
ARGOSY, AMERICAN LEGION, FARM JOURNAL and TOWN JOURNAL 


A PRODUCT OF Menoicort JOHNSON 


GUIDE-STEP 


ENDICOTT JOHNSON CORPORATION, ENDICOTT 1, N. Y., ST. LOUIS 2, MO., NEW YORK 13, N. Y. 
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24-HOUR 
IN-STOCK 

* SERVICE! 
The styles you want... when you want ‘em! 


That's what Huskies offers you with warehouses Ww i N A FR E E TRI P 
in 19 cities... and more pairs in stock TO HOLLYWOOD ' 







stops 


than any other brand in the country! Inquire at Huskies Suite 1133 
Marbridge Building, N.Y. 
See Huskies new look for spring ... advertised in Popular Price Shoe Show of America 


Nov. 25 to Nov. 29 


11 national magazines reaching 40,000,000 readers! 





Foam Sole Sports Campus and Casuals 
ond Littleways Dressy Flats 





Childrens, Misses 
and Little Gents 


Factories: Honesdale, Pa., In Canada, Canada West Shoe Co., Winnipeg 
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FOR CHILDREN, MISSES AND SENIOR MISSES 


i 
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6030 IN STOCK 
Patent leather one strap 
with ornament on vamp 


81, to 12 ABCD 
124 to 3 ABCD 






442 IN STOCK 
Black two eyelet 
plug oxford 


8 to 12 BCDE 
124 to 3 BCDE 


teens. — ALSO IN STOCK IN BROWN #406 


81 to 12 BCDE 
12 to 3 BCDE 


Join the swing to Kalisteniks! Quality 


craftsmanship in every pair means more sales for you. 





Kalisteniks are a Capital asset in any store. 


THE GILBERT SHOE CO., « THIENSVILLE, WISCONSIN 


November 15, 1956 ! 
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FIRST IN ADVERTISING 
EFFECTIVENESS IN THE 
BIG “MASS” MAGAZINE 


Starch nation-wide survey of recent 
issue of Ladies’ Home Journal puts 
American Girl #1 above every other ad 
in the book, which not only means all 
other shoe ads, but soap ads, food ads 
and automobile ads, too. 






Most readers’ ages 18-45 
Readers’ ages up to 65 and over 











FIRST IN BRAND PREFERENCE 








SCHOLASTIC MAGAZINES' 


Youth Manket 


_ CONSUMER SURVEY 


es 


WITH THE YOUTH MARKET 
Ages 11-16 





Question 30: 






Which Brand of shoes do you like best? 













JUNIOR SENIOR 
HIGH SCHOOL HIGH SCHOOL 


American Girl a WV" 


preferred over 11 other leading brands 













WITH CUSTOMERS OF ALL AGES 


telly CT’ i UN rip / shoe 


THE NEW IN FASHION 
WHEN IT IS NEWS TO 
GLAMOUR THE VOLUME MARKET 


_ TO *9°° RETAIL 


seventeen SHOWING AT THE P.P.S.S.A. 


COLONIAL ROOM - HOTEL McALPIN 











288 A Street, Boston, Mass. Div. Consolidated National Shoe Corp. 
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Way 
WAAAY 


I F L EATH E R " RMMOWy : WNP 
WAS LABELLED 


TO THE CONSUMER --- 


LEVOR’S signature certainly would dominate 
on white shoes. Manufacturers and retailers 
would want their respective customers to know 
they were getting the world’s most honored 


white leathers. 


Those manufacturers and retailers who identify 


this outstanding white tannage in their adver- 

WRVOR tising and selling are way ahead of the game 
KID, CABRETTA, 

CLOVER CALF & KIP 


and also in White, It is superior tannage that results in 


TAN-ART SUEDE 


emphasized adds to buying satisfaction. 


aT es 
G. LEVOR & CO., INC. WETS 


TANNERS SINCE 1876 ® 
GLOVERSVILLE, N. Y. WiHUES 
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because every favorable selling point that is 
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FOUNDED 1882 
NATIONAL VOICE ro) TRADE 74 YEARS CONTINUOUS SERVICE 
TO THE SHOE INDUSTRY 


EVERIT B. TERHUNE, JR. Editorial Outlook . 
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The Vixinc, S-1726; 
leather lined plain toe blucher 
in Cashmere calf; storm welt, 





The Vixine, S-1727; 
leather-lined blucher in Cashmere calf; 
butted tip and storm welt. 


The Vixine, S-1728; 
leather lined blucher 

in Cashmere calf; 
long wing tip and storm welt. 


FLORSHEIM 
CASHMERE 


is to calfskin what Sterling is to Silver! 


Never satisfied with the ordinary, Florsheim searched out 

the very finest tannage to match the leather-lined, storm-welted 
quality of these stout Winterweights. It’s Cashmere... 

soft, plump, flawless, yet rugged as leather can be! 

The finest calfskin ever tanned in the finest Florsheims 

ever shown—truly like Sterling on Silver! 


THE FLORSHEIM SHOE COMPANY * CHICAGO 6 + MAKERS OF FINE SHOES FOR MEN AND WOMEN 


November 15, 1956 
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NOW! GOODFYEAR BRINGS YOU 


Another great 
_Saes-buuildling SOLE... 


‘ELASTO- CREPE! 


Casual and semi-dress shoes for men and boys can now be made 
more attractive, more durable, more salable—thanks to a great 
new sole developed by Goodyear research! 





Manufacturers will find in the new Goodyear ELASTO-CREPE Sole 
every quality they require to give their brands the appearance and 
wearability needed to build and expand sales. In addition to being 
light, springy and attractively translucent, the ELASTO-CREPE Sole 
is exceptionally durable. 


Put this wonderful new soling material on your new shoe lines and 
you'll have a tremendous sales-building combination—the newest in 
shoe styles with the newest in soles! 


It will pay you well to get all the facts about how you can give 
your most salable new shoes even greater salability. Write to: 
Goodyear, Shoe Products Division, Akron 16, Ohio. 


ELASTO-CREPE SOLES 
woe ony ey GOODFYEAR 


Watch “The Goodyear Piayhouse"’ on TV, Sundays, 9-10 P.M., EST, NBC Network 


THE GOODVEAR TIRE & RUBBER COMPARY, AK ROR, ONIO 
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THE NEW 


ELASTO-CREPE SOLES 


for men’s and big boys’ 
CASUAL SHOES 
® Lightweight ® Springy 
*® Amber colored 


© Sizes: 3 through 14 
e “Chevron” pattern design 


November 15, 1956 
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big, fast-moving : hy 
protit-making "CAESAR'S HOUR" on N.B.C.-TV 


Saturday Nights 9;00-10;00 EST 









Valet 
Deluxe 





ESQUIRE FOOTMAN 


For those who prefer an open box, here is America’s 
most popular home shine outfit. A very practical and 
desirable gift. Contains: 2 shoe brushes « 2 shoe 
daubers * 2 shine cloths « 4 cans, Esquire Boot Polish 
* 1 can, Esquire Saddle Soap « Esquire Dry Cleaner 
Retails of $5.95 


ESQUIRE SHOE VALET DELUXE! 


For those who prefer a closed box. High and slim 

for easy shining and easy storage. Equipped with snap 
lock. Contains: 2 shoe brushes * 2 shoe daubers 

* 2 shine cloths * 4 cans, Esquire Boot Polish « 1 can 
Esquire Saddle Soap. Retails at $5.95 






ESQUIRE 
TRAV-LER SHOE S&S 


i. a 
’ 


ESQUIRE 
SHOE SHINE KIT 


¢ Always a tremendous volume item. See-thru window 
1 shoe brush « 1 shoe dauber * 1 shine cloth + 2 cans, box holds 1 shoe brush * 1 shoe dauber * 1 shine cloth 
Esquire Boot Polish + Retails at $2.95 * 2 cans, Esquire Boot Polish + fine mercerized laces. 


PRODUCTS OF KNOMARK MANUFACTURING COMPANY, INC., BROOKLYN 11, N.Y. 


ils f 1, 
INE KIT Retails for $1.50 


pact zippered plastic case holds 
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NOT available through 
jobbers or distributors 


MOC-ABO ute manutactured and distributed exclusively by 
NASHUA FOOTWEAR Corp. Lawrence, Mass. 


















| THE SELLINGEST THING 


YOU CAN PUT ON A CUSTOMER’S FOOT 


N-CREPE SOLES 
A metioad Softail Hob 


The original cellular soles* that revolutionized the shoe 





industry are terrific shoe salesmen, They never lose a cus- 
tomer, Today the same people who went for them so en- 
thusiastically on sports and leisure shoes are demanding 
business and street shoes with Cush-N-Crepe Soles, 

And small wonder , . . in the appropriate colors and 
irons, Cush-N-Crepe Soles are neat and smart, and the 
best thing that ever came between a foot and a pavement, 

Retailers are detailing their shoes for Spring — sports, 
casual, leisure, street and dress with Cush-N-Crepe 
Soles, ‘The millions of pairs being walked on today are pre: 
selling those shoes for you, Your customers will expect 
you to have shoes with this nationally 


advertised Solemark of Quality....... 





*REG, U. 5, PAT, OFF 


not on all shoes... 


just the best ones 





AVON SOLE COMPANY, Avon, Massachusetts 
FOR FORTY-SIX YEARS SPECIALISTS IN FINE SOLE MATERIALS 


Makers of the famous 
Avon ODu-Fiex, Avonite and Ou-Flex Avonite Soles 














500 MILLION PAIRS 


oft children’s Proven over a period of years and becoming increasingly popular, 
Paule’s Patqua-Tone is being used by more Children’s shoe manu- 

PALQUA-TONE retains its original high-gloss flexible finish... will 

treated ith not “die down” or “drop off” between the packing room and final 


sale, You will be delighted to find that this spray helps prevent bloom- 


facturers than any other water-repellent spray on the market. 


ing — not a single spue in 500 million pairs! 


PAU LE’S Your customers, too, will be pleased to learn that raindrops can’t 
hurt shoes finished with Parqua-Tone. 


falqua-Tone’ 


WATER REPELLENT SPRAY 


%% PALQUA-TONE — another 
proven Packing Room Spray Finish 








SHOE FACTORIES — send for Puce CHEMICAL CORP. 


generous FREE sample — No 
obligation. Charlestown 29, Mass., U.S. A. 








This illustration will appear in a tull-page ad 


next spring in ESQUIRE and 


Sales Are the Main Dish 
at Jarman’s “Picnic of Protfits’’ 


Can't you just “taste” those extra profits now? There's 
nothing more satisfying to a shoe retailer, And there's no 
line in men’s shoes that offers a dealer as sure a bet for big 
sales and generous profits as Jarman, Jarman meets all the 
requirements, Take the striking, colorful picture on this 
page, for example, This “Portrait in Leather” represents 
both Jarman style leadership and Jarman national advertis: 
ing, two large and continuing factors in Jarman success, 
It depicts three smart new Jarman Leisuals for spring. The 


line is brimful of similarly smart styles designed for the 


line which also contains many handsome patterns for dress 
and business wear, 

It works this way: Dynamic national advertising pre 
sells men on Jarman shoes, Window display and newspaper 
advertising (comprising a third big factor) tell men where 
they can buy those shoes, Then Jarman. styling, comfort, 
quality and moderate price insure repeat customers, No 
wonder this can be called the most effective proposition in 
the entire shoe industry, 


Maybe you ean be in on Jarman’s next “pienic of profits,” 





growing leisure-time market and it is a superbly balanced Write us today for all the details, 


To Retail at 


$QY to? | Ss’ Most S : les 


JARMAN SHOE COMPANY, NASHVILLE, TENN, DIV. OF GENERAL SHOE CORPORATION 


ro KT HALT’ SS 
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By Jarirman 
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One of a series featuring national advertivers who are Teelin clients 
J. Edwards & Company is one of the notable shoe manufacturers who 
factor with William Iselin & ¢ vompany, Inc. We are proud of our associa 
tion with these successful companies. Iselin factoring has long been a 
basic tool of successful operation in many industries, whether used for 


financial, credit or consultative services. 


Hiliom [SE LN «2.% 


Atlanta 557 FOURTH AVENUE, NEW YORK 10 Grand Rapids 
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.. AND DEALER TIE-IN PROMOTIONS BROUGHT THEM IN TO BUY! 
This is how ENNA JETTICK promotes for its dealers 
year atter year after year! 


mn sJoticke 


The Shoes You Love To Live In 


Some Styles $11.95 
DUNN AND McCARTHY, INC., Auburn, N.Y. 


November 15, 1956 
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The Changing Pattern of Retailing 


Tue past five years have seen many revolutionary 
changes come to retailing and the pace at which it is 
moving toward mass retailing has been so rapid 
that the full significance of many of these changes have 
become obscured. Not too many years ago chain 
stores and mail order houses were the chief causes of 
concern to the shoe retailer, Today both have been 
integrated and have become substantial parts of our 
accepted merchandising pattern, 

The expansion of chain store shoe retailing continues 
at a phenomenal rate. But complexion and character 
of its operation have changed radically. The new 
stores that are opening are the work of our finest 
architects and industrial designers. Gone are the nar- 
row, crowded stores of yesterday and in their places 
are comfortable beautifully furnished and often  lux- 
uriously appointed salons. For the most part, the shoes 
sold in them are exceptionally well styled and attrac- 
tively finished, And they are sold with a science and 
finesse comparable to those techniques used by other 
branches of our retail business, 

This evolution has brought to chain store operation 
an increased overhead burden and the mark-up which 
chain stores require today is close to that of the inde: 
pendent. The high volume they have developed, the 
skilled management they employ, and the excellence of 
their merchandising and advertising enable them to 
keep their prices low and attractive to the consumer, 


Low Overhead, Low Mark-U p 

But there are other new and interesting develop: 
ments in the mass merchandising of footwear which 
may well have as great an impact on shoe retailing as 
the chain store, They are the low overhead, low 
mark-up operations which have mushroomed in the 
last few years, They exist in several different forms, 
but all have the same basic idea behind them: to 
bring to the consumer shoes at prices drastically be- 
low those of the more orthodox stores, They are the 
drive-ins, the shoe super-markets and, of more recent 
origin, the one-stop, one-payment, apparel and shoe 
factory outlet stores, and the multiple item discount 
houses, many of which are adding shoes to their es 
tablished lines of appliances, hardware, apparel and 
jewelry. 

The shoe departments in these latter two types of 
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outlets are conducted on a concession basis and are 
operated by highly skilled shoemen, many of whom 
received their training in the most competitive areas 
of chain store operation and have graduated into this 
newer and faster field. 

The mill or factory apparel and shoe outlets started 
several years ago in New England where they opened 
up in untenanted factories. They have spread rapidly 
and are found in industrial towns and centers through- 
out New England and the Middle Atlantic States, and 
as far west as Ohio. Some are showing up in outlying 
districts on main arteries, or adjacent to shopping 
centers. Apparel is displayed on iron pipes. Shoes, in 
a wide range of styles, but in limited size runs, are 
displayed unboxed on racks or in bins, Prices are 
always prominently displayed, Operations doing an 
annual business of several hundred thousand dollars 
are often staffed by two or three employees, who are 
well trained and very well paid. 

The customer is encouraged to browse around and 
is never pressed or bothered, Shoes are fitted only at 
the request of the customer, After purchases of several 
items have been made, the customer goes to one cashier 


and wrapper. 


The Frontal Attack 

Here is one-stop, one-payment retailing in its most 
elemental form, Here is price appeal in direct frontal 
attack, Merchandise is sold simply because the cus- 
tomer sees it, wants it, and because the price is low, 
Every vestige of salesmanship has been stripped from 
the transaction, 

In contrast to the drive-in where actual mark-up is 
reasonably close to that of the independent and chain 
stores, these outlets operate very profitably at a 30 per 
cent figure. They draw their merchandise from large 
volume producers who make for the marginal type of 
chain stores and from volume houses, which carry 
large stocks of unbranded shoes, Other resources are 
factories which control multiple outlet: stores and 
which, from time to time, are in need of additional 
cutting, They thrive on odds and ends purchased at 
low prices from volume factories, and manufacturers 
who supply them say that today there is virtually no 
accumulation of such shoes on their floors, Conces 

[TURN TO PAGE 116, PLEASE | 


17 






















Beautifully crafted for the sub- 
teen miss and all young women 
who want to walk serenely in 
auto LIFE comfort and revel “ 
in styling that flatters their feet. 









Fregional Shaving 4 Evermuhene 
Look up CHILD LIFE lines 
at the Show you plan to attend, 


or vet 


HERBST Shoe Manufacturing Co., ‘i 


557 Marbridge Bidg. New York 17, 







New York Office — 
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“Enthusiasm is priceless. It communicates, as 
nothing else can, the confidence-winning message 
that there is perfect agreement between what you 
say and what you believe. Only one thing is more 
contagious than enthusiasm ... the lack of it.” 


Dick Borden 


as * ” 


“Efficiency might be defined as effective operation 
measured by a comparison of production with 
| cost in energy, time and money, In simple words, 

it means receiving the most for the least.” 


Roy Johnson, Boston Store, Ft. Dodge, Lowa 


* x « 


“There is much that is new in retailing today... 
new ways of showing merchandise, new custom- 
ers to buy the merchandise, new branch stores to 
sell them... . All of this requires new promo- 
tional methods.” 

Howard P, Abrahams 


fo on Me 
“Golf without hazards and bunkers would be 


monotonous... . So would life.” 


Hugh Murr 


. * x 


“Too many people finish thinking before they 
think things through.” 


The Postage Stamp 
j Oo 6's 
“Never forget the fact that in striving for a sue- 
cessful life, a few nonessentials are essential.” 


S13. Veluwe, hy, 


Publisher 


Boor anp Snore Recorper 
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YUMPING- JACKS 








.) 


a new high. 


keeping 

and our market 
for your enthusia 
you saw 


our Spring Line 


THANKS TO YOU... 


to you... 





we'll be eatin’ high off the 
er...ah... turkey 
on Thanksgiving. 


Our fall sales have hit 


A nod, of course, to 
Mr. & Mrs. America for 


the birth rate up... 


growing! 


THANKS TO YOU... 


sm when = 


at the Chicago Show. 


for the admiring looks 


(and orders!) 


you gave to our new line: t 


JILLS—sports and casuals . 
for young ladies of all ages 


and...since we have 


the space... 


for young ladies of all ages 


WE GIVE THANKS! 


JUMPING “JACKS” 
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America's Finest Fittin 
Sh 
For Children ks 


VAISEY-BRISTOL SHOE C 
Monett, Mo. 


OMPANY [ame 
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HAS SLOW-MOVING STOCK GOT YOU 





IN A HOLE? 


Irs a serious situation when a retailer finds himself “in a hole” because of slow-moving children's 
shoe inventory. Hundreds of progressive retailers are avoiding this embarrassment by stocking the 
FAST-SELLING American Juniors Children's Shoe line. American Juniors keep you on the solid ground 


of quick turn-over and greater sales. 
It's a complete line — from tots through teens. 


It's a popular line — because American Juniors’ ad- 


vanced styling sets the children’s fashion vogue. 


They sell faster — because they fit better, wear better, 


look better. Juniors 








Most important to you — we have the FASTEST IN- 
STOCK SERVICE in the children’s shoe business .. . 


“orders received today — SHIPPED TODAY!” * 
. Nationally Advertised 


W rite or wire, Our salesman will call 


with our complete sample line and our promotional plan. 











See us at the PPSSA suggested retail for moat styles 
Hotel Sheraton-McAlpin, New York City e » 
Rooms 506-7-8 and 510 $550 to $695 





A few styles slightly higher. 


AMERICAN JUNIORS SHOE CO., INC. 


ONE ISLAND STREET, LAWRENCE, MASS. 


Division, C lidated National Shoe Corp. 
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TUX Trees kf Spring 
are inserted in a jiffy. s EXTENSION 
Attractive design, . Trees 





spring action. Just four 4 : 
sizes to fit practically ‘ 4 ¢ are automatic, self- 
all men’s shoes. re. -. adjusting. Spring 

¥ ae exerts steady 
oressure, extends 
1eel portion back 
against heel of shoe. 
























Adjustable 
PACK FLAT Trees. 


Stock just four sizes of this long 
time favorite. Good seller 
popularly priced men’s and 
women’s models, standard or 
moccasin foreparts. 








Children’s 
Trees 
automatically adjust 
to width. Each tree 
size adjusts to several | 
full shoe sizes. 





Bete Trees 


have the famous 
“Easi-Turn” knob for 
verfect adjustment, 
Ventilated forepart. 
Also available 

in moccasin model, 













Ga-Lite Trees 


for women, attractively | sag 
packed on display N 
card, Available in five SN 
eye-catching colors, 
Ideal for open or 
abbreviated patterns, 









point 
your way 
to PROFITS 


with modern MILLER TREES 






Suggest Miller Trees with every shoe sale. The profit is Holiday Packaging 
j i at no extra charge! 
good. Your dollar volume receives an important boost s:. Cee. 
more times a salesman says: “How about Miller Trees give you an extra 
9» diaplay and sales 

for -dinayyctbagates shoes! P feature, Juat apecify 

For an easy way to extra sales volume at worthwhile on your order. 
markups — look into Miller Trees. Your first step to extra 


sales volume is our catalog, “Money Grows on Miller 





ee ee eae en ee ee ee ee ees 


Trees’. Just return the coupon for your copy. No obli- 1 0. A. MILLER COMPANY 
gation of course ! Plymouth, New Hampshire \ 
Gentlemen: Please send pricea and your catalog : 

, ‘Money Growa on Miller Treea’’, , 

BD NGM ic ccsccccvscvdurcteersceene wvccccenses ; 

O. A. MILLER COMPANY Store... scekeuse Aodes+es0suibeaua seg 

Branch of United Shoe Machinery Corporation 1 BONG oak vcr eecans (a eedkeecakn ett FERC hee se es 6 

S* Cl Sk ies Zone, . Sle. vv vccccveces 7 


PLYMOUTH, NEW HAMPSHIRE 


TT 
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> «A 
NOW, KOU CAN SEE THEM! WA 











\ Don’t Set Your Spring Sales Goals ,-= 


+ 


Till You’ve Seen These 






Children’s New Styles... \D * 















Pro-tek-tiv 


for good fitting as the foot develops 


MODERN AGE FA 


for every age 














ALSO: 


EXT QUPPOM Tsim 
by Prosteketiv 


MODERN AGE 


Official Girl Scout 
and Brownie Scout Shoes 








ADDITIONS! CHANGES! COMPLETE NEW STYLES! 


EMBED 

os *e The Spring Lines are loaded with sales-building features. There are plenty of 
> , fashion features to attract the youngsters and dramatic construction extras that 
Zz Zz 
Oo WW 
“A 2 help sell Mother. 

4 

aes ox Our men are on the road now .. , 80 put real power in your Spring sales with these 


fast-moving lines. And when our representative calls, ask him for complete details 


CASS 8: on sales aids and the 1957 advertising program. 


e Room 411, Marbridge Bidg., : 
47 W. 34th St., New York City Ask us for our catalog. We'll also have a representative call on you with complete 


@ Room 805, Alexandria Hotel, details, if you wish. 
5th & Spring Sts., Los Angeles 


TERMS 5% _ 30 days 
f.0.b. Reading, Pa. FINE QUALITY CHILDREN'S SHOES SINCE 1882 


Curtis-Stephens:-Embry Co., reapine, pa. 


OD BEES IS ABER Ca . Ge ea ame eRe Sa, ea GIS MT 8 















LEADING BUYERS AGREE... 
HEAP BIG DOINGS WITH 


<a 


ALL NEW LINE FOR SPRING '5S7 


Take a sales-hunting tip from the "Big Chiefs" among America’s smartest shoe buyers! They know there's 
plenty profit wampum in the exciting, all new styles for tots to teens with the quality, fit and value that 
‘have made LA*CO*NI*ANS the first name in the $3.95 to $6.95 price range, In-stock servicing with 
tomahawk speed.,.same day order is received! Big tom-tom of national advertising makes Spring ‘57 your 
biggest profit season ever, Whoop it up —with LA*CO*NI*ANS! 


P.P.S.5.A. HOTEL NEW YORKER, ROOMS 705-706 
LACONIAN SHOES CORPORATION, Laconia, New Hampshire * Phone; Laconia 10 
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FROM THE WORLD’S LARGEST PRODUCER OF 























joney of a sole 





for extra value / 


LITE 


LOWER COSTS and LONG-WEARING QUALITY! 


That’s the EVERLITE story. 


The lower costs come from our huge volume... 


the quality has been proven on countless millions of pairs of shoes. 


EVERLITE Soles by Biltrite are flexible, waterproof, and skid-proof. 
Won't warp; help keep shoes in shape. 

Complete range of styles, colors, thicknesses. 

Men’s, women’s, boys’, misses’ and children’s molded soles. 


Also available in uniform sheets. 


SHOE SOLING MATERIALS (S*== BILTRITE 


HEELS AND SOLES 





AMERICAN BILTRITE 


RUBBER COMPANY 
CHELSEA 50, MASSACHUSETTS 


WAREHOUSES: 2440 ENTERPRISE STREET, LOS ANGELES 1010 GRATIOT STREET, ST. LOUIS 
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TRUE! The magic is /eather...for 





feeling bright, walking light, looking right. 
Leather like Rueping’s TOMAHAWK 
..smooth, lustrous, rich in color... 
lending the fullest range of expression to 
every shoe style. Yes, in TOMAHAWK 
you'll enjoy the perfection, the true magic, 


MOXEES 


of fine leather...always. BY BELGRADE 


SHOES: Style No. 2002 Brown Classic Moc 
Belgrade Shoe Co., Auburn, Maine 


LEATHER: Rueping's 
TOMAHAWK, Color 1008 


Sl , bedhet fot fine the 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Shareholder Vote Approves Selby Merger 





Expected to be Completed January 2, 1957, Merger Terms Call For 
Exchange of Five Selby Shares for Share of Rockwood Preferred 


PortsmMoutTH, O, — Merger of the 
Selby Shoe Company and its six re- 
tail store subsidiaries into Rockwood 
and Company of Dover, Del., was ap- 
proved by the common stockholders. 
The vote for the merger was 177,037 
against 22,748. 

Under the merger the 152,125 shares 
of Selby common owned by Rockwood 
will be cancelled and approximately 
75,000 shares owned by others will be 
offered as an exchange. The exchange 
will be five shares of Selby for one 
share of a new Rockwood preferred 
“B” par value $100, 6 per cent cumula- 
tive stock. 

Local attorneys believe owners of the 
22,718 shares who opposed the merger 
will demand a fair cash value for their 
stock. 

Scioto Count, Ohio, Common Pleas 
Court temporarily enjoined the com- 
pany from filing certificates of con- 
solidation with the secretaries of Ohio 
and Delaware, pending hearing. A suit 
for injunction was filed by Harold 
Baron of New York, owner of 700 
shares. 

When the merger is completed all 
Selby shares will be extinguished and 
the stock taken off the American stock 
exchange. 

Rockwood, which manufactures choc- 
olate candy and coatings at Brooklyn, 
owns about 70 per cent of the Selby 
stock, it was reported. 

Jay A. Pritzker, Chicago attorney, 
whose family owns 65 per cent of Rock- 
wood, will be chairman and Morrie 
Chaitlen of Chicago, president of Rock- 
wood and Selby will be president. 

Mr. Chaitlen announced the Selby 
retail stores are for sale: Sale of the 
Selby foreign assets to Roger Selby, 
former Selby chairman, for $1,050,000 
was ratified. 

The proforma condensed balance 
sheet listed assets of the New Rock- 
wood and Company at $16,697,756. 

Mr. Chaitlen reported Selby salesmen 
are now selling the spring, 1957, lines 
and he expected the plant here to com- 

mence rolling soon. The Selby plant 
production at Manchester, N. H., is 
being consolidated into the home plant 
here. 

The merger is expected to be com- 

| pleted by January 2, 1957. 

In his court petition, Mr. Baron con- 
tended that Selby minority stockhold- 
ers were being “disenfranchised in 
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being deprived of their voting stock; 
they are no longer to own any equity 
of the enterprise but instead are to 
receive preferred stock which fixes a 
ceiling and limit on their right to 
share in the assets of the business at 
the equivalent of $20 per share.” 

At the meeting, nine shareholders, 
including Calvin Clarke, former Selby 
president, said they would demand fair 
cash value for their stock. They claim 
to own about 10,000 common shares 
of Selby stock. 

The shareholders have 10 days in 
which to demand fair cash value, and 
if a settlement is not reached, may 
file suit in common pleas court for 
the appointment of appraisers to 
determine the value of the stock, 





Oettinger Named Director, 
Melvilie Shoe Corporation 








Spencer D. Oettinger, who was elected 
a director of the Melville Shoe Corpor- 
ation at a meeting of the board of dl- 
rectors recently. He fills the vacancy 
left by the resignation of George Dick, 
former vice-president of Melville. Mr. 
Octtinger is executive vice-president 
and a director of the Miles Shoes divi- 
sion of Melville. He joined Miles as a 
member of the merchandising depart- 
ment in 1936, shortly after his gradua- 
tion from Harvard University. 





Agency Moves Headquarters 


New Yorx—Leo Burnett Company, 
Inc., advertising agency for the Brown 
Shoe Company and other national ac- 
counts, announced the removal of its 
headquarters to the Prudential Building 
on Chicago’s lakefront, where it will 
occupy five full floors. 

The agency puts on two network TV 
shows for Brown, 
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Seattle Fair Buying Heavy 
In Basics and Tapered Toes 


SeaTtLtE—Attendance held the pace 
set last spring at the Pacific Northwest 
Shoe Travelers Show. More than 160 
lines were shown and more than 400 
retailers from Montana, Idaho, Oregon 
and Washington gathered at the Olym- 
pic and New Washington Hotels. 

President-elect Harold D. Pearson, 
of the Pacific Northwest Shoe Travel- 
ers, said “There will be more busi- 
ness booked at this show than ever 
before. Mrs. America has her refrig- 
erator, her stove and washing machine 
paid for and I see that soft line goods 
will come back into their own.” 

Buying at the spring fair was heavy 
on basies with trial-buying in novel- 
ties and high fashion patterns. 

Tapered toes were bought by pro- 
motional houses expecting them to take 
on in a strong manner. The flax, ala- 
baster, maple and warm beige colors 
were carrying into the new season well. 
Again, high fashion buyers were mov- 
ing in for gray, and patent was gen- 
erally considered the number-one seller 
with navy and red good in basic styles. 
The pump was the most preferred 
style with slashed calfs along with 
punched pigskins finding most popu- 
larity in leathers. The medium and 
narrow heel was in demand. White was 
coming in strong, especially in chil- 
dren’s lines. 

Pastels were off in both women’s and 
children’s shoes. Saddle shoes were big 
with children’s buyers for this part of 
the country. 

Slip-ins for men were building sales 
and retailers reported acceptability 
with younger men in this type of shoe. 

Flats in growing girls’ and women’s 
sizes were getting orders in punched 
pigskin and trimmed calf and straw 
types. One slipper house reported ex- 
cellent re-orders in terry scuffs in a 
wide range of colors. Another was 
showing a “pony tail” novelty with a 
tassel on the heel in both women’s and 
girls’ sizes. Women’s basics in arch 
type shoes were sought in one-color 
mesh and leather. 

Buyers were staying on the cautious 
side and many were waiting for colder 
weather to clear inventories. Price re- 
sistance was being met with new styles 
but the area, in a general period of 
good industrial business, did not appear 
to offer hostility against increases. 

At a meeting November 8 at the New 
Washington Hotel, the new offices of 
the Pacific Northwest Shoe Travelers 
were introduced. 

Harold D, Pearson, Naturalizer 

[TURN TO PAGE 80, PLEASE] 
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Manufacturers Lead Panel at Shoe Women’s Lunch 


Cuicaco—A panel discussion by 
four prominent women’s shoe manu- 
facturers was the feature of the Shoe 
Women Executives’ lunch. The mem- 
bers of the panel consisted of M. S. 
Wigginton of General Shoe Corpora- 
tion; A. B. Cohen of The United States 
Shoe Corporation; E. R. Samuels of 
Samuels Shoe Company and Jerrold 
Miller of Margaret Jerrold, Inc. Hel- 
ene O’Hara, the organization’s presi- 
dent, turned the meeting over to Mar- 
ion Marsh, program chairman, who 
introduced Samuel L. Slosberg as the 
panel moderator. 

Answers to questions presented to 
the panel brought opinions on a range 
of subjects. Women should be given a 
chance to sell shoes to key home ac- 
counts. Branded lines did not lose sub- 
stantial business on account of price 
rises. Keeping within the company’s 
price range was recommended. 

National advertising can sell shoes 
if it is tied in with local advertising 
and store merchandising. Advertising 
of types should bring immediate re- 
sults; and for trends, will bring re- 
sults eventually. European trips can 


be inspiring to manufacturers and de- 
signers by freeing them from pres- 
sures at home, opening their eyes to 
new ideas. 

To a company creating new designs 
the cost of a design program is well 
worthwhile. To a firm depending less 
on creative ideas, the cost of maintain- 
ing such a program must be weighed 
against sales expectations. Four per 
cent to three-fourths of one per cent 
was the range suggested. It was gen- 
erally agreed that the Leather Show 
comes too late to be of any real value 
to the shoe manufacturer. 

Questions on style brought out the 
importance of the pointed toe in both 
medium and high price women’s style 
lines and the fact of its introduction 
in children’s shoes. Young grand- 
mothers want the same styles as their 
own grandaughters, Mr. Cohen noted. 
Brushed leathers are good in casuals, 
according to Mr. Wigginton. Textured 
leathers of all kinds are very good, 
Jerry Miller pointed out. Buddy Sam- 
uels said these leathers are big but he 
also saw a swing back to smooth very 
fine leathers. 





IS and Canadians Arrange 
Exchange of Education Aids 


Cuicaco — Plans for an exchange 
of educational ideas and materia] be- 
tween Independent Shoemen and the 
Canadian Shoe Council were an- 
nounced here during the National Fair. 

Richard J. Potvin, president of In- 
dependent Shoemen, announced that 
his organization would make available 
to Canadians, files on retailing courses 
being sponsored by IS and Temple Uni- 
versity in Philadelphia. 

In turn, the Canadian Shoe Coun- 
cil will make available the results of 
research that the organizations are 
conducting on sales and merchandising 
training for the Canadian Shoe Re- 
tailers. Details in Canada are under 
direction of Mel Johnson, of Toronto, 
chairman of the Shoe and Leather 
Council of Canada. 





Sam Sullivan Chairman 
Of IS Anti-Merger Group 


PHILADELPHIA — Richard J. Potvin, 
president of Independent Shoemen, an- 
nounced the appointment here of Sam 
Sullivan as chairman of the I. S. Gov- 
ernment Liaison Committee. 

Mr. Sullivan will spend a great deal 
of time in Washington D. C. working 
on anti-merger plans. Independent 
Shoemen have made available to var- 
ious agencies of the government facts 
and figures that have been helpful in 
stemming the tide of mergers. 

Mr. Sullivan announced the commit- 
tee will be Arthur B. Ries, Baltimore, 
wholesaler; Herbert Cox, Baltimore, re- 
taller, and Maurice Berg, of the Moe 
Berg Stores, Washington, D. C. 


28 


Bracelets Gird Shoes 
At London Fashion Show 





In addition to the proverbial rings on 
her fingers and bells on her toes, a high- 
stepping glamor girl can now have 
bracelets on her insteps. The white 
calf court shoes with the expanding dia- 
mante glitter bands shown above were 
one of the big eye-cotchers at the Col- 
cls autumn fashion show in London, The 
bracelet can be worn on any court shoe. 





Name Mr. Oomphies of ’56 


Cuicaco — Elmer Wohlworth was 
named Mr. OOmphies of 1956 and was 
presented with a gold wrist watch for 
outstanding sales achievement at the 
Annual OOmphies Dinner Party at the 
Club Boyar here. 

Mr. Wohlworth has been with OOm- 
phies two-and-a-half years, covering the 
Mid-Atlantic States. He was formerly 
buyer of women’s shoes at Halle 
Brothers, Cleveland, for eight years. 


British Goodwill Contingent 
Comes to National Shoe Fair 
By VIVIAN C. ANDERSON 


Cuicaco—Here at the National Shoe 
Fair not only to “peddle their wares” 
but to lend fresh ideas in the field of 
shoemaking, international goodwill 
and the problems of exports and im- 
ports were a retinue of personalities in 
the British shoe industry. 

They included B. E. Wallis, export 
manager of Incorporated Federated 
Associations of Boot & Shoe Manufac- 
turers of Great Britain and Ireland; 
Edward Rayne, London, shoemaker to 
Queen Elizabeth and the Royal 
Family; James Bostock, shoe manu- 
facturer of Stafford, Lotus, Ltd. and 
his daughter, Mrs. Keith Darby, 
known to the trade as his designer, 
Miss Annabel Bostock, and Harry 
Eastwood, director of Footwear, trade 
publication in Great Britain, and or- 
ganizer of “Fashion in Footwear” ex- 
hibit in London. 

The Queen’s shoemaker, Mr. Rayne, 
whose grandfather started the business 
as a theatrical supplies and dancing 
slipper house, said that he is “proud 
to claim being half-American.” His 
mother was the former Meta Reddish 
of LeRoy, N. Y. Though when pressed 
with questions relative to the Queen’s, 
the Queen Mother’s and Princess Mar- 
garet’s shoe-fittings, he has a crisp 
“No comment,” it is common knowl- 
edge that Mr. Rayne’s father, J. E. 
Rayne, was head of the firm when 
they were first named to make shoes 
for Queen Mary. Edward Rayne has 
headed the business since his father’s 
death five years ago. 

“This is my twenty-first trip—I am 
coming of age on the American 
market,” said this young man who 
had a showing in the Ambassador 
Kast Hotel. It included shoes designed 
by Hardy Amies, John Cavanaugh, 
Norman Hartnell and Digby Morton. 

“We are looking to the American 
buyers to buy British quality merchan- 
dise,” declared Mr. Wallis, whose visit 
to Chicago marks his first to the 
United States. “We are still the 
largest shoe exporting country in the 
world—approximately 10 million pairs 
annually. We get a large part of ex- 
ports to your country, but much goes 
to chain stores and the volume opera- 
tions. Part of the lead must come from 
buyers over here to demand better 
quality shoes, 

“There is a new attitude among 
British shoe manufacturers. New 
streamlining, new production of lasts, 
greater concentration on styling. We 
shall go places if and when we can 
get the manufacturers to wake up 
and meet the market locally and place 
more emphasis on fitting, styling, 
colors and materials.” 

Mr. Wallis said that the Italians 
have influenced the British manu- 
facturers even in the medium-priced 
shoes and many medium to better grade 
producers are concentrating on it. 
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Independent Shoemen Hold Annual Meeting 





Membership Passes 1,000 Mark as Richard J. Potvin Succeeds Sam 
Sullivan as President; Meeting Also Includes Panel of Three Speakers 


CuHicaGco—Richard J, Potvin, who 
heads the R. J. Potvin Shoe Company, 
Brockton, Mass., makers of infants’ 
shoes, is the new president of Inde- 
pendent Shoemen, succeeding Sam 
Sullivan, Laredo, Tex. who had been 
president since the organization’s in- 
ception three years ago. Election of 
new directors and officers took place 
at the IS annual meeting held at the 
Sheraton-Blackstone Hotel, Chicago. At 
the first meeting at which Mr. Potvin 
presided, he announced the re-appoint- 
ment of Ben Finn, Philadelphia, as 
executive director of IS for another 
year. 

“IS is the only vertical organization 
of its kind in the shoe industry, or- 
ganized with the common purpose of 
helping all segments to sell moie shoes, 
make a better profit and give a better 
product to the shoe-buying public for 
less money,” said Mr. Finn in announc- 
ing that the organization has now pas- 
sed the 1,000-member mark. Additional 
manufacturers and retailers joined IS 
during the Chicago Shoe Fair. “The IS 
office has become a clearing house for 
shoe men who come in or write for 
information regarding stock control, 
advertising, merchandising, dealer 
aids, banking aid, store planning and 
layouts,” he added. 

Other officers elected include: vice- 
presidents Ray Shannon, Weyenberg 
Shoe Manufacturing Company, re- 
presenting manufacturers; Meade Mc- 
Cain, Swope Shoe Company, St. 
Louis, retailers; George Mason, 
Brattleboro, Vt., wholesalers; Wendell 
McCracken, Encino, Calif., travelers, 
and Carl Sher, Philadelphia, allied 
products; treasurer, James Rick, of 
Curtis-Stephens-Embry, Reading, Pa. 
(re-elected), and Jack R. DeWitt, 
Chicago, secretary. 

New directors elected are, retailer 
members —(three-year terms)— John 
Wiley, John Wiley Shoe Company, 
Glens Falls, N. Y.; Charles S. Kramet- 
bauer, Chicago; B. W. Childs, Thomas 
S. Childs, Ine., Holyoke, Mass.; J. E. 
Cox, Meyer’s Pensacola, Pensacola, 
Fla.; Bert Garfinkel, Garfinkel Shoes, 
Inc., Cleveland, 0O.; Edna Kroman, 
Junior Shop, Ine., Homewood, Ala., 
and Mr. McCain; wholesaler member, 
three-years-term, Samuel Weiner, 
Wayne Shoe Company, Boston, Mass.; 
salesmen members, three-year terms, 
R. Claude Jones of Red Wing, Vernon, 
Tex., and Dave Tolin of Portage Shoe, 
Los Angeles; manufacturer members, 
three-year terms, John Esch, Leverenz 
Shoe Company, Sheboygan, Wis., and 
Francis Ryan, Dates Shoe, Webster, 
Mass.; two-year term, Louis Foye, L. 
FE. Beaudin Shoe Company, Hanover 
Pa., and Mr. Potvin. 

Speaking on “Courage or Chaos,” 
Joseph T. Meek, president, Tllinois 
Federation of Retail Associations, as 
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the headline speaker at the annual 
dinner-meeting, declared that the smal- 
ler independent merchant’s own strong 
right arm is the best weapon he pos- 
sesses, that and a fighting heart. 

“He’d better be swinging his punches 
in his own behalf, and soon, or he will 
be unable to lift that above his belt,” 
declared Mr. Meek. “What can be done 
for us can be done by us and must be 
done in a way that keeps us free to 
compete both as to price and the fight- 
ing, vivid, individual personality which 
we like to think is our ace in the hole. 
What can we do? Combine our 
strength, exchange our experiences, 
extend our courage to force manufac- 
turers to either respect our functions, 
our purpose and our importance or 
we will seek out sources of supply 
which do respect us. We can unite in 
the shoe industry. But a lot of petty 
jealousy, mistaken competitive zeal and 
child-like asinity must die first!” 

The Boot & Shoe Workers Union has 
gone into the business of selling shoes, 
but without opening any stores, fac- 
tories or other outlets, John J. Mara, 
general president and secretary of the 
union, told Independent Shoemen at a 
panel-discussion following Mr. Meek’s 
talk. William Rossi, field editor of 
Boot & SHOE REcorDER, and Howard 
M. Donovan, of the Small Business 
Administration were other panelists. 

This year, the BSWU established 
two new departments the Economic 
Research Division and the Public Re- 
lations Division, and has devised a 
vigorous public relations program de- 
signed to help make the public more 
shoe-conscious, to help create a greater 
public familiarity with shoes and thus 
create stronger desires to buy them, 
Mr. Mara said. The Economic Re- 
search Division is set up to probe and 
study industry trends, particularly in 
terms of consumer shoe buying habits 
and the reasons behind them. 

“We, all of our 60,000 members 
want to know whether shoes are keep- 
ing pace with other products and in- 
dustries, and how our industry can 
get a bigger slice of the consumer dol- 
lar,” he added, 

Mr. Rossi, speaking on “Chiropodists 
vs, Salesmen” urged that shoe manu- 
facturers and chiropodists get toget- 
her to smooth out their difficulties so 
that the consumer would benefit by bet- 
ter shoes and better medical help. Mr. 
Donovan explained details as to what 
retailers need to know to obtain loans 
from the Government. 





I. Miller Joins Wieisfactentins 


New Yorx—I. Miller & Sons, Long 
Island City, was accepted for member- 
ship by the Shoe Manufacturers’ Board 
of Trade at a regular board of directors 
meeting. 


Tanners’ Council Holds Its 
Fortieth Annual Meeting 


CuHiIcaGo—Several hundred tanners 
learned that a new retail shoe sales 
record of 580,000,000 pairs will be es- 
tablished for 1956, and that 1957 will 
see another new mark of 590,000,000 
pairs set. 

In opening the meeting, Council 
president Joseph F. Eberle said the 
tanning industry was threatened by a 
“profitless prosperity” within a boom 
economy. He said that the “financial 
results and the frame of mind of this 
industry certainly do not mirror peak 
national prosperity. . If national 
prosperity, good consumption, high 
volume and favorable consumers’ ac- 
ceptance of leather are not enough, 
then the fault lies with us—with our 
thinking and policies.” 

Emery Huvos, Irving Tanning Co., 
told the tanners that a concentrated 
industry effort should be made to im- 
prove the quality of hides coming from 
packers and other sources thus per- 
mitting better qualities of leathers to 
come through to meet the demand of an 
upgrading shoe market. The quality of 
hides, said Mr. Huvos, determines the 
prices and profits which tanners can 
expect for their finished leathers. 

Julius Schnitzer, who heads the 
Leather, Shoes and Allied Products Di- 
vision of the Commerce Department, 
told the tanners that a decline in de- 
mand for U. S. hides by western Euro- 
pean nations is setting in. However, he 
added, this will be counterbalanced by 
an increased demand by eastern Euro- 
pean nations. U. S. hide exporters can 
expect more competition in foreign 
markets as other nations, particularly 
Argentina, increase their export of raw 
hides. 

Officers elected for the coming year 
were Joseph Eberle, Eberle Tanning 
Company, Westfield, Pa., president; 
Paul Legallet, Jr., Legallet Tanning 
Company, San Francisco, treasurer; 
Irving R. Glass, executive vice-presi- 
dent, and Leif C. Kronen, secretary. 

New directors at large elected for 
a three-year term include Hunter L. 
Barrett, Barrett & Company, Inc., New- 
ark, N. J.; Thomas Small, Allied Kid 
Company, Boston; Eben H. Ellison, Jr., 
Proctor-Ellison Company, Boston; 
Joseph C. Kaltenbacher, Seton Leather 
Company, Newark, N. J.; E. S. Fitz- 
gibbons, Blanchard Brothers & Lane, 
Inc., Newark, N. J.; Arnold Horween, 
Horween Leather Company, Chicago. 

Elected for a two-year term were 
George L. Abbott, Warren Belting Com- 
pany. Inec., Worcester, Mass., and James 
H. Stannard, III, Winslow Brothers & 
Smith Company, Boston. 

Elected for a one-year term were 
Saul N. Nectow, A. C. Lawrence 
Leather Company, Peabody, Mass., and 
Silas B. Foot, S. B. Foot Tanning Com- 
pany, Red Wing, Minn. 
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Heavy Inventories Keeps Buying Light at Tri-State Show 


BurFraLo, N. Y.—Buying at the show 
was generally light. Most retailers were 
not encouraged to do any real buying 
because of loaded inventories, but there 
was some movement in spring lines. 

The fall show was held in Hotel 
Statler November 4-5. The weather 
was excellent for both days and en- 
couraged buyers to attend, but even 
so it was felt that the traffic was not 
as heavy at the show as it should 
have been. Much of the merchandise 
shown was still for fall and winter 
with a few displays of spring items. 

Among spring footwear patent 
leathers were stressed and many back- 
less types of high style shoes for 
women. There was a definite trend 
toward lighter weight types with the 
Italian influence much in evidence. 
Sweater pumps were also in good 
demand, with black a leading color in 
many styles. 

Heels were very important, with the 
tendency being for the thinner types, 
the illusion heels making a very popu- 
lar style in all heights in which they 
were shown. 

In the medium grade categories the 
plastics were good, with all types of 
decorative heels—fancy inserts, painted 
patterns and others. The “Spring-O- 


Lators,” which at first did not catch on 
so well in Buffalo, were in good demand 
at this show. Some of the new models 
showed these in halter backs, in 
leather, fabric and plastic types. 
Straws and fabrics, such as elasticized 
faille were also shown. 

Another trend was the similarity of 
styles in women’s shoes and those for 
misses and growing girls. For instance, 
the illusion heels are appearing on the 
better shoes for the younger wearers, 
but in general misses, growing girls 
and children were offered saddles and 
other more or less standard types for 
these age groups. A new and quite 
popular saddle shoe had a plaid saddle 
with white vamp and quarter and a 
rubber sole. Swivel strap pumps were 
also in good demand for these ages. 

Among the women’s casuals the 
most popular styles were the wedges 
with a moccasin type vamp. These 
were available in several colors. 

Men’s shoes also showed many of 
the moccasin types, with brown a 
leading color. Casuals led all others 
in the men’s displays—with fabric in- 
serts, several color combinations in 
these casuals. Even in the men’s shoes 
the Italian influence could be seen in 
some styles. 





Gutmann Elected President 
By Leather Industries 


Cuicaco — Leather Industries of 
America elected Daniel Gutmann, Gut- 
mann & Company, Chicago, president 
to succeed Michael F. Flynn during the 
recent annual meeting of the Tanners’ 
Council here. 

Thomas Harvey, Thomas B. Harvey 
Leather Company, Philadelphia, was 
named to succeed Harold B. Ross as 
treasurer. 

New directors named were J. Ray- 
mond Roberts, Winslow Brothers & 
Smith Company, Norwood, Mass.; Rob- 
ert J. MacKenzie, Radel Leather Manu- 
facturing Company, Newark, N. J.; 
Sherman Howes, Howes Leather Com- 
pany, Boston; John J. States, A. C. 
Lawrence Leather Company, Peabody, 
Mass.; Silas B. Foot, S. B. Foot Tan- 
ning Company, Redwing, Minn., and 
Charles Schwab, H. Elkan & Company, 
Inc., Chicago. 


Edward L. Drew Retires; 
Economist of Tanners’ Council 


New YorK—Edward L. Drew, econ- 
cmist of the Tanners’ Council of 
America, resigned his post effective 
November 15 to go into retirement. 
Mr. Drew, who joined the council’s 
staff 27 years ago, and whose service 
to the tanners was interrupted only 
when he served the War Production 
Board in Washington during World 
War II in a statistical capacity, is 
recognized as one of the country’s 
leading authorities on the economics 
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of the hide, leather and shoe industries. 

Mr. Drew was graduated from 
Syracuse University in the class of 
1925. He taught school for a_ time 
before embarking on a career as a 
statistical analyst. 

One of his services for the War Pro- 
duction Board during World War IT 
was the setting up of a program for 
the international allocation of hides 
and skins as a member of a mission to 
England charged with this task. 

During his retirement, Mr. Drew 
plans to alternate stays between Flor- 
ida and New York. 


Seton Acquires Assets 
Of Radel Leather Company 


NEWARK, N. J.—The Seton Leather 
Company, announced through Joseph 
C. Kaltenbacher, president, that it has 
purchased for cash all the assets and 
name of Radel Leather Manufacturing 
Company also of this city. Radel 
specialized since 1898 in producing 
upholstery leathers. Frank J. Radel 
will continue in active direction. 

The Seton tannery produces patent 
and various side upper leathers princi- 
pally for better shoe and bag manu- 
facturers. 

In the new set-up of Radel, Frank 
J. Radel becomes chairman of the 
board, Joseph C. Kaltenbacher is presi- 
dent, Robert G. Weldon, vice-president, 
and Richard S. Kaltenbacher, secre- 
tary-treasurer. They, together with 
Morton S. Stern, comprise the board of 
directors. No other changes in per- 
sonnel are contemplated. 


apenas 0 a tS 


Panel of 15 to Participate 
In PPSSA Fashion Forum 


New YorK—Fifteen members of the 
popular price shoe industry will par- 
ticipate in the Fashion Forum at the 
Popular Price Shoe Show of America 
Industry Breakfast meeting Monday, 
November 26 in the Grand Ballroom 
of the Hotel New Yorker, it was an- 
nounced by Edward Atkins and Max- 
well Field, PPSSA co-managers. 

W. Maxey Jarman, chairman, Gen- 
eral Shoe Corporation, will be principal 
speaker at the breakfast. 

The lively question and answer ses- 
sion which constitutes the PPSSA 
Fashion Forum will throw light on 
significant shoe trends for spring and 
summer. Emphasis will be placed on 
provocative questions still puzzling the 
trade. Before the questions are pro- 
pounded by Helen Joseph, PPSSA 
Shoe Coordinator and answered by ten 
manufacturers and retailers, there will 
be brief analysis by the chairman of 
each of the PPSSA’s five shoe style 
committees, Mr. Atkins and Mr. Field 
explained. 

The committee chairman will review 
principal shoe trend forecasts of last 
season and evaluate the actual per- 
formance in terms of popular price 
selling experience. 


Harry Bauer, Who Organized 
Wolock & Bauer Stores, Dies 


CuHIcAGoO—Harry Bauer, one of the 
organizers of Wolock & Bauer Shoe 
stores, died November 1 in Wesley 
Memorial Hospital here. He was 60 
years old. 

More recently, Mr. Bauer was sales 
representative for the American Junior 
Shoe Company, of Lawrence, Mass. He 
was a director of the Shoe Traveler’s 
Association of Chicago. 

His widow Ruth, one daughter Jen- 
nifer, two brothers, Maurice and Abe, 
and two sisters, Mrs. Ida Simon, and 
Rose, survive. 


Seattle Fair Buying Heavy 
In Basics and Tapered Toes 
[CONTINUED FROM PAGE 27] 


Shoe, was elected president; R. S. 
Bitzer, Tweedie Footwear Corporation, 
first vice-president; Kenneth A. Nor- 
man, Great Northern Shoe Company, 
second vice-president. 

Directors are Norman O’Neal, Honey- 
bugs, Inc., and Kings Footwear; H. E. 
McDonald, Friendly Acrobat Shoe Com- 
pany; J. Ray Reid, The Selby Shoe 
Company; Tom Hole, Fern Shoe Com- 
pany, and Imp Prints of California. 

Chairman for the breakfast was H. 
E. McDonald, assisted by Norm O'Neal, 
Tom Hole, Louis Ekorenrud, Town and 
Country Shoe Company, Dick Bitzer, J. 
Ray Reid and Frank Duncan, Duncan 
Shoe Company, Seattle. 

Mr. McDonald was also general 
chairman for the show. 


Boct and Shoe Recorder 











leptin mse 


aerials 























This year there’ll be 
hundreds of thousands of 

brand new prospects for the brand 
new Official Cub Scout shoe in 
black. Every boy who becomes a Cub certainly 

is a real prospect (with the number growing 

every year). A new Cub Scout is a proud and 


excited youngster. You can bet your ‘‘bottom 
Ps 


OF, 


dollar” he wants to be a completely correct Cub 
and the new black shoe now is an official part 
of his uniform. Official Scout shoe business 


already is big. The addition of this Official Cub 
Scout Shoe. 
Black All-Purpose 
Oxford, 


sturdy, good-looking new black shoe 
for wear with the blue Cub Scout 
uniform will make it still bigger. 


Write us today for further information. 






W. L. Douglas Shoe Company 
Nashville, Tennessee 
A subsidiary of 


General Shoe Corporation 


biiglas 


















.-- but he kept his 
Continental Calf 


Wedding custom or no wedding custom no leather in the true continental manner, 
Lawrence Continental Calf customer is going to send See how well the Continental elegance in Edward 
his shoes on anyone’s honeymoon — but his own. Haan’s wing-tip is enhanced by the leather itself. 
Lawrence Continental Calf customers are like that. This is why you'll sell more Lawrence Continental 
That they know Continental Calf by Lawrence is Calf — Aniline soft textured Calf — Lawrence 
fine mellow leather. Continental Calf — that is. A. C. Lawrence Leather 
That they're sure Continental Calf by Lawrence is Company, Peabody, Mass. 
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calfskin 


...gives shoes that wonderful feeling 





.. leads the field in Canvas Shoes! 
Be sure to see the Bata ine at the 


ia POPULAR PRICE SHOE SHOW OF AMERICA 


HOTEL NEW YORKER + NEW YORK CITY 
Rooms 1260 - 61 - 62 November 25th thru 29th 





Chapter FOUR in “BATES Shoes Sell’ If you missed the preceding chapters in this series, write for informative set of reprints. 


BATES 
SHOES 


SELL 
... because 


BATES understands the 
INDEPENDENT SHOE) RETAILER 


We learned to understand the needs of the independent shoe 


retailer the hard way—by working with him, 





not competing against him. 


Coupled with the fact that we're specialists in the medium-priced 
field, this understanding equips us to make the shoes 


that make the sales. 


That’s why Bates retailers enjoy individual success 
—the most positive evidence of our 

program’s success. There's a place in 

this program for you—become a 


BATES retailer. jus your signature 
on your letterhead will 
bring you full details. 


BATES SHOE COMPANY | 
Webster, Massachusetts 


i ", Manufacturers of 
 §& ° Pui sates - sates oriGinats 


‘“weues® FLOATERS + J-Vs for boys 
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THE ROUGH AND 
READY WORKSHOE 


Endicott-Johnson’s famed workshoes, — 
Rangers, have long been noted for their 
ruggedness and durability. Shoes like those 
shown here, made of the finest materials and 
workmanship reflect the pride of one of the 
oldest names in shoemaking. 








































On both these Ranger shoes, the soling 
material is Vul-Cork Neoprene; the sole that 
has established new standards of performance, 
ease of fabrication, wearability, insulation, 
slip resistance and resistance to caustics, 
acids, greases and oils. 


If you make, buy or sell workshoes, look at 
the sole first. If it carries a Vul-Cork label, 
you will get more than your money’s worth. 


#841 Dark Tan Eskimo Blucher #856 Dark Tan Eskimo Blucher 


Ranger Work Shoe. Plain Toe, Nylon Ranger Oxford. Folded Edge, Dry 
Fitted, Vamp Lined, Rolled Over Top Thread Fitted, Plain Toe, Vam 
Binding, Riveted Bilucher, Hooks and Lined, Steel Shank, Single Vul-Cor 
Eyes, Vul-Cork Neoprene Sole, Oil Neoprene Sole, Oil Res sting Heel, 
Resisting Heel, Tri-Pad Arch, Tri-Pad Arch, Leather Laces, Seam- 


Leather Laces, Seamless Back, Stee! 


less Back, 
Shank. Widths — C, D, E, EEE 
Widths — B, C, D, EE, EEE 


® 
Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of Vul-Cork 


VUL CORK & VULCORK NEOPRENE 


. . . 80 light, so flexible, so resilient you can roll them up... right in the palm of your hand. 


November 15, 1956 





M... accounts than ever before in history are switching to F P 
Peek-A-Boot. It’s a switch for the better... better styling... 
better fit... better sales! New Process Peek-A-Boots have 
extra thick toe cap and backstay and extended outer sole 
for increased wearability. Attractive trim binding and 
three-dimensional wing pattern add to beauty and utility. 
Adjustable side fastener means greater comfort; 

easier to get in and out of, too. The new process makes 

this possible and only Peek-A-Boot, of all California 

plastic rainboot manufacturers, offers it to you. 

Switch to New Process Peek-A-Boot, be ready for 


today’s demand from fashion minded customers! 


4 Smart New Styling oy Proper Fit F 4 Retains its Shape 


i Worth more — still retails for $2 a pair 











even the subteen set can 






have shoes with the new 
GRAIN OF FASHION 


C clentit! BELMONT / / 


/e 
fine gram tealher me x 


#1518 GARDENIA 





me 


COLONIAL TANNING COMPANY, inc. Oe) BOSTON 11, MASSACHUSETTS 
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No matter what type customer comes into your store .. . smart 
young matron, clubwoman, nurse, Career girl 

you have the Queen Quality shoe she wants. Dress shoes in 
every heel height, walking shoes, nurses’ shoes, 


casuals and Soft Pedals are all part of the perfectly balanced 


Queen Quality line. You'll have complete coverage 


with the best-sellers in the 8.95-13.95 volume field 


Queen Quality’s complete line of proven selling types means no 
slow-moving inventory, fewer markdowns, better balanced 


stocks at all times. Result: no lost sales, more satisfied customers 


See your Queen Quality representative for 


the complete Queen Quality selling story, or write 


QUEEN QUALITY SHOE CO. «+ DIV. INTERNATIONAL SHOE CO. « ST. LOUIS, MO. 
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Tax Cut Hopes Dim 








No Easing in Money Cost 





President to Urge 
Small Business Aid 





\WStGirihcirin Newsreel 








by George H. Baker 


Prospect for tax cuts effective for all, or even part, of 1957 is dimming. 
Government expenditures are continuing to rise as fast as the booming 
economy can provide extra tax revenue. 

New Budget Bureau and Treasury Department estimates of the budget 
for this fiscal year put the surplus at a scant $700 million—not enough 
to finance a significant personal or business tax reduction. Officials always 
guess on the low side, so a somewhat larger surplus would not be unex- 
pected, 

But it would take $2 or $3 billion to finance a tax cut program of any 
importance. 

Despite the gloomy budget picture, however, congressional politicians 
will do a lot of tax-cut talking next year. Both political parties have 
promised tax cuts soon. So unless tax revenues this year really blossom, 
the most likely outcome will be tax cuts effective in 1958 on both personal 
and business income. 


The cost of borrowing money to both merchants and manufacturers shows 
no signs of easing up, and may even become tighter in the months ahead. 
The Federal Reserve Board, which has the final say in fixing the cost of 
bank credit, is firm in its insistence that its “hard money” policy is a 
necessary safeguard against runaway inflation. 

As a result, businessmen seeking funds to rebuild their inventories, to 
open new stores, or to modernize existing equipment will find that they'll 
have to pay their lenders more for borrowed funds. 

In government financial circles, there is general agreement that interest 
rates are not going to be permitted to soften any time soon—either during 
the current calendar quarter or in the first quarter of 1957. The Federal 
Reserve Board calculates that inflation is a “clear and present danger” 
right through March, and the Board says the only question is whether 
interest rates should be kept where they are now or stiffened a bit further. 
Definitely, no lowering of the rates is in the cards at this time. 


President Eisenhower plans to ask Congress to approve a full-blown pro- 
gram to aid small business next year. Among the features of the new 
program is about $600 million in tax cuts. 

The President’s program will follow generally the lines laid down re- 
cently by a special White House advisory committee. The committee is 
expected to come up with still more recommendations before Congress 
convenes in January, and these too may be incorporated into the Republi- 
can “help small business” program. 

Other actions the President savs he will urge next year include: 

@ Extension of accelerated tax depreciation for the purchase of used 
equipment; 

® Easing inheritance taxes on family firms to permit payment over a 
number of years; 

@ Relaxing corporate tax laws to grant corporations with only a few 
stockholders the right to pay taxes as partnerships and thus avoid double 
taxation. 

The tax relief would be granted to small firms by reducing the present 
tax of 30 per cent on the first $25,000 of annual earnings to 20 per cent. 




















Washington 


Mental Block 1040 


Guide to Solving 
Parking Problems 
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The total tax would remain at 52 per cent on earnings over $25,000, and 
some business interests oppose the plan on the grounds that it would 
broaden the gap beiween the basic corporate tax rate and the surtax, and 
thus strengthen the barrier preventing small firms from growing into 
large firms. 

The Eisenhower small business program also will probably include 
legislation to enable the government to give “closer scrutiny” to business 
mergers, and raise from $300,000 to $500,000 the exemption from regula- 
tion by the Securities and Exchange Commission on new stock issues. 


Do you breeze through paperwork in your store, filling out complicated 
forms accurately and completely, only to stumble over the questions asked 
by the government on your income tax form? 

If so, you’re typical. 

Uncle Sam’s tax collectors are fretting because too many reasonably 


‘ 


intelligent citizens are “unable” to fill out their tax forms either correctly 
or completely. The Internal Revenue Service says it phrases the questions 
just as simply as it possibly can, and yet literally millions of persons filing 
returns seem to have trouble answering them. 

Treasury men have just released the results of a study they made of 
1954 tax returns. Only taxpayers using the long form (Form 1040) were 
included. Here’s what the T-men found: 

Of the 44 million taxpayers filing Form 1040: 

1.3 million failed to list themselves as exemptions, 

14.9 million left blank the name of his or her spouse, 

31 million did not fill in the amount of the tax due, 

15.8 million figured the amount of refund due and then left it out, 
6.6 per cent did not list social security numbers, 

7.5 per cent blanked the line “occupation.” 

Here’s what exasperates the internal revenue service: Are the questions 
really too complicated, or do people just naturally develop mental blocks 
against all questions that involve parting with some money? 

Taking the bright, honorable view that everybody's honest, the revenu 
people figure that it’s their fault that people can’t answer the questions. 
They promise to come up with a whole rash of new, easy-to-answer ques- 
tions in the new forms that will hit your mail box around the first of the 
year. 


You can get a capsule version of what different cities are doing to solve 
the downtown parking problem in a new government report, “Parking 
Guides for Cities” (sold by the Superintendent of Documents, Government 
Printing Office. Washington, D. C., for 55 cents). 

Lack of parking facilities is discouraging potential retail shoppers in 
cities of all sizes. It used to be that only the largest cities suffered from the 
“parking problem.” but in recent years cities of all sizes have been hit. 
In fact, only the new suburban shopping center developments offer the 
customer relative ease of parking his or her car. 

One solution that seems to be gaining ground is for downtown mer- 
chants to cooperate in offering an hour’s free parking to downtown shoppers. 










CARONA 


. Stylish two 
strap CorecT red, 
stitched lizard arrow 
design crosses vamp, 
in red, brown and blue. 


LYNN 


. Pretty party 
shoe for young- 
sters, changeable 
flower clip on vamp is 
detachable, in patent, 
blue or black suede, red 
or blue. 





TRAMBLER 


‘ Supple, 
sturdy CorecTred 
with moccasin styled 


Edwards 


THE SHOE FOR CHILDREN 





in red and 


A MATTER OF EDUCATION 


The proper fitting of children’s shoes has long been a 
concern of Edwards. For over half a century we have 





worked in close cooperation with the medical pro- 
fession. We have an active educational program, 


designed to inform retailers and parents of the 


importance of proper fitting of children’s shoes. 
This and our continuing efforts to improve the quality 
and construction of our shoes are done to gain further 


consumer acceptance for Edwards, The shoe for chil- 
dren, and to help you sell. 
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How 3 smart shoe merchants sell 


600 pairs a year 
in a market of 
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LEFT TO RIGHT: 

Dave Weissberger, a Wright 
customer for years and owner of 
the Bee Hive Department Store; 
Mike Weiner, partner in the shoe 
store; Joe Schmitt, shoe fitter and 
Ed Nowicki, also a partner. 


November 15, 1956 








Patchogue, Long Island has a population of only 
9,000. Bay Shore, twelve miles away, has approxi- 
mately 10,000. Yet, in the combined market of just 
19,000 men, women and children, three smart shoe 
merchants, Mike Weiner, Ed Nowicki and Al Miltner, 
have built a thriving business selling Wright Arch 
Preserver Shoes. As a matter of fact, in 9 years, they 
have built their sales from an initial order of 148 pairs 
to a sales volume of 600 pairs a year — and it’s still 
growing. 

How do they do it? Well, here are im- 
portant ways: 

1. They’re completely sold on the bene- 
fits of Wright Arch Preservers them- 
selves and so are their enthusiastic, 
employees. 


2. They do a lot of ‘“‘missionary” work 

casually recommending Wright Shoes to 

friends, neighbors and fellow club members— partic- 

ularly doctors, dentists and business men who are ‘‘on 

their feet a lot’’, like Dave Weissberger, owner of the 
Bee Hive Department Store — largest in the area. 

3. The community leaders they sell in turn put in 
a good word for Wrights with their friends and 
employees. 

4, Because their two stores are so close together 
they can interchange stock quickly and easily to 
maintain a wide range of styles and sizes. 

5. They do a brisk business in Wright’s boys’ shoes, 
too, and small customers grow up to become big 
customers. 


6. They advertise consistently and intelligently in 
local newspapers and through the mail. 

7. Perhaps most important, as Mike Weiner phrases 
it, “Once we have fitted a customer to a pair of Wrights 
he comes back again and again and again!” 

Our shoes make friends of customers and customers 
of their friends. The Wright Arch Preserver Line 
might help you build your own shoe business more 
surely, more profitably. You can build a complete 
men’s business with Wrights — or it will complement 
your present lines. Why not write or call us at Rock- 
land, Mass. and get the details. 


right 


athe prise shoes 


Style illustrated —in soft llama grain calf — extremely 

comfortable on the foot. 

318: In rich cedar brown— 317: In gleaming black. 
Sizes: 64% — 15, AAA-E 


In Canada: Scott & McHale, London, Ontario 
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This proof of extra value 
helps you make more shoe sales 








] hread... 
And they’re sewn with nylon t 
the strongest thread used in shoes! 








Today’s shoppers know and respect the strength and durability of nylon. le 

That’s why you’ve got a powerful sales story when you sell shoes sewn with " Sa 

nylon thread. And because smaller thread can be used, nylon lends eye appeal. When your B) thread- u 

Stitching is closer—adds neatness to greater strength. As ornamental stitching, hangs by: | f n 

nylon thread doesn’t absorb dressing like ordinary fibers, stays clean and good- sure tS ny On: 
make 


looking longer. Multiply your selling punch with plus values like these and 


help your shoe sales climb. 

Leading thread manufacturers use Du Pont nylon and “Dacron’’* polyester 
fiber to produce the strong thread used in many of today’s top lines of shoes. 
Check your supplier to find out if the shoes you sell are sewn with nylon or 


‘ REG. U.S, PAT. OFF 
“Dacron”, so you can take advantage of this extra sales feature. a a ii aa ae Sian csipeaien 
*“Dacron” is Du Pont’s registered trademark for its polyester fiber. eee THROUGH CHEMISTRY 


NYLON 


“DACRON” 


REG. U. BS. PAT. OFF. 


POLYESTER FIBER 


for sewing thread 
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Every eye loves the neutral, 


COTTONWOOD.* 


A pinch of beige, a touch of grey, 
a grége that steals / as \ the heart away... COTTONWOOD... 
for everybody. 


Standard Division New Castle Division 


| *in Vodelle as well 
° * 
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Ask Nick Towarowski 


WHY BARRETT'S MODERN EQUIPMENT 

BEATS THE TONGUE-TEST! By taste... that was the 

old, hit-or-miss way to judge the correct balance of tanning 

liquors. But today, at Barrett & Co., Nick has scientific 

proportioning devices to assure him that every batch is 

uniform, exactly as it should be. This even measuring of 

tanning liquors enhances the full, round, natural suppleness There is only one genuine 
you find in all Barrett leathers. Magnificent example: Llama®-finished Calf! 


Barrett’s one-and-only Llama®-finished Calf. 
@ Reg. U.S. Pat. Off. 


Barrett & Company, Inc., Newark, New Jersey 
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CONVERSE RUBBER COMPANY 
MALDEN 48, MASSACHUSETTS Nov 25 - 29 








564 GuCAGO 6: NEW YORK 13: SOUTH SAN FRANCISCO, CALIF. Rooms 1439 - 1440 - 1441 

t t. ; 3t. } 

5 es onroe 24 urch St. 100 Freeway Boulevard Hotel New Yorker 
November 15, 1956 47 
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| LIKE PROFIT 


tiie oR 


ee 


BRINGS YOU HIGHER PROFIT... 





Perhaps 42% + is not an unusual 
profit on limited-sale ultra-fashion 
shoes. But 42% + on popular, na- 
tionally branded basic shoe styles 
is unusual. If you’re not getting all 
these profit plus advantages listed 
below, you should talk to us about 
the “I Like Profit’? Franchise Plan 
before you buy any Spring shoes. 


Don’t wait. Contact Jean Keith, 
President — Bob Fesler, Vice 
President and Sales Manager, and 
start enjoying profit-plus sales in 
your store. 


Sis GU Rit oh 2 ae Rind ROR Eg. A ARO 
SRE ee. ESR Ae Oe eRe IR oes 


MARK-UP 
ON MEN’S 
BASIC STYLES 


SELL MORE SHOES AT HIGHER 
PROFIT... WITH ILP PLAN 


1. YOU GET HIGHER INITIAL MARK-UP, plus a 
dividend on re-orders. 42% + on nationally- 
branded quality men’s shoes. 


2. YOU GET PROVEN SELLERS — there’s no 
guesswork in buying nationally proven styles 
— automatically reducing markdowns and 
upping profit. 


3. YOU GET THE COMPLETE IL P cooperative 
advertising and merchandising program. 


4. YOU GET THE WALK-OVER BRAND — proven 
by a 1956 independent survey to be one of 
America’s top 4 names in men’s shoes regard- 
less of price. 
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42% + mark-up 
on fashion 
trend styles 








GEO. E. KEITH COMPANY 
Brockton 63, Mass. 


World Renowned WALK-OVERS and 
Incomparable KEITH HIGHLANDERS 


November 15, 1956 

















personal sales representative 









for shoes of 


genuine Australian 


garoo 


IN STOCK 


for immediate delivery 


: a } 
brilliant CO. : 


86 LINCOLN STREET 
















£ 
BOSTON, MASSACHUSETTS 
i 

&; STYLE 1076 

* Black Kangaroo 

ee " English Custom 

« straight tip bal, 

: be leather sole, 
* we A rubber heel. 















STYLE 1077 
Black Kangaroo 
extended wing lip 
blucher. Three 
eyelet tassel tie, 
low top, leather 
sole and rubber heel. 


SAMUEL BRILLIANT CO. 


86 LINCOLN STREET + BOSTON, MASSACHUSETTS 
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Little Yankowl HAVE 


THE PROFIT-WINNING COMBINATION 








MAKE IT YOUR COMBINATION FOR PROFITABLE SPRING SELLING 


See them during the New York Show 
at the Marbridge Building, 47 West 34th Street 
Rooms 449-451-453 


and you'll see what we mean 


Little Yankee Shows 


THE YANKEE SHOEMAKERS, Div. of Sam Smith Shoe Corp, NEWMARKET, NEW HAMPSHIRE 


































o the famous 


is proven com- 
jeather 15 


HIKER 


crushed 










flexible character ¢ 
it easily adaptable for use in 


ALL footwear 














Snecity ~ 


NORTHWESTERN 











G50 Cc 
~— 6900 wi & 

Sa eh chrom 
eget < mellow smoo : oO 
ies | a wide variety 
ae tannage rs rs po 
aie ‘ colo ilit 
lively cter and durabi " 
chara ed in all types 


requir : ar. 
children’s footws 


Raab eraasces anata 








LEATHERS 








FOR 


ADDED STYLING 


FOR 


GREATER SALES APPEAL 


FOR 


MORE WEARABILITY 


* 


THE 
LEATHERS THAT 
HELP YOU 
SELL SHOES 


Three BIG NAME 


Leathers Manufacturers 
Are Choosing For 
New Spring Styles 








northwestern 
leather BOSTON 11 
company MASSACHUSETTS 














DURALENE FINISHES 


or eee ee er ee 

















































Give Shoes 
“the Look” You Want 
and Keep Them 

that Way! 







Regardless of ‘“‘the look’? you want on your shoes, 
DURALENE is the finish to use. That’s because 
DURALENE is a 100% water type finish 

that excels both where the aniline 
look is wanted — and where full 
coverage is needed. It provides 
either a high lustre or a mellow 
sheen with equal ease. DURA- 
LENE lies flat and close to the 
grain. It is thin yet produces a 
high degree of uniformity, feel and 
break. AND — shoes you finish with 
DURALENE stay that way, because the 
finish holds up from factory to wearer. 


There’s a bonus for everyone in DURALENE: you get better 


looking shoes, because DURALENE adds value without in- a 
creasing the cost; your customer gets shoes with added sales ap- DU RALE NE 
peal, because DURALENE finish is locked in from the packing for the packing room is 
room to the consumer; and the wearer gets shoes with DURA- the newest member 
LENE’s built-in water resistance. of the family of 
Distributed by UNITED SHOE MACHINERY CORPORATION U N ITE D Fl N is K ES 


BOSTON, MASSACHUSETTS 
#& DURALENE is a registered trade mark of the B. B. Chemical Co. 














WEL, 


Wing 


ay a 
WOES *OR ME 


$s 
S95 te $1495 
Most Styles 





W. L. Douglas Shoe Company, Nashville, Tennessee a subsidiary of General Shoe Corporation 
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_.. from every important shoe 
manufacturer .. . now feature 
softer, smarter shoes with 


FABRIcushon foam-fabric lining. 


FABRIcushon foam-fabric lining adds glovelike flexibility and 
comfort to high styling . . . actually breathes for coolness .. . 
handles like ordinary fabric . . . keeps the shape. 


THE KENDALL COMPANY 
Andrews-Alderfer Division 


1055 Home Ave., Akron, Ohio 














A SELLOUT IN AMERICA’S 
LEADING STORES 








NYLON 


RAYN BOOT 
Cambridge 


FOR IMMEDIATE DELIVERY 


Women buy them because they like them 
... like them for their lighter, smarter styling 
and year-round weather-tite protection. 
Rayn Boots by Cambridge know no season 
. «+ give you amazing sales and turnover. 
They're a proven success from Coast to Coast. 


CAMBRIDGE RUBBER CO., CAMBRIDGE, MASS. 


See them at the P.P.S.S.A. 
Rooms 629-630 + Hotel New Yorker 





November 15, 1956 








ON TO THE SHOW, with the most 
precious cargo of styles you'll 
see this side of Capetown! We're 
bringing you America’s most complete 
line of flats ... more than 160 patterns 
in an IN-STOCK inventory of over 
200,000 pairs . . . the newest leathers, 
the top promotional colors . . . volume 
priced for volume selling . . . promoted 
in full-color full page ads all season 
long in the three top fashion magazines! 
See the big new line — 
the big news in women's shoes — 
in the Viner rooms 


VINER BROS., INC. 


Bangor, Maine 
Established 1905 








CARAVAN 


























IN ATTENDANCE 
1 Dick Hasey § Don Ferritor 
2 Had Albright 10 Ed Sherman 
3 Ben Barnett 11 Ira Mack 
4 Ray Forgette 12 Bill Sorensen 
5 Ray M. Dumont 13 C. E. Carpenter 
6 Leo LeRoy 14 Arthur C. Pett 
7 Fred Moncur 15 Bill Wood 
8 Abe Scolnick 16 Harold Kellogg 
17 Frank Fletcher 








McAlpin...Rooms 416-418-420-422 



















For growing fe=t this 
low juvenile drcss shoe is 
ideal. Taylored-Top binding 
maintains topline trimness, holds 
the shoe in shape, prevents gaping, 
and makes for comfortable 
fit-in-wear 


A youngster’s casual with grown-up 
sophistication and smart fit, thanks to 
comfortably snug SHUGOR under the 

— 


saucy tongue. 





— 





et HRS 2h ye 





three Rs for 
Juveniles 


RIGHT Style 
RIGHT Fit 
RIGHT Comfort 


SHUGOR gets the juvenile vote of 
— in smooth easy-torsell styles like 
these — as today’s youngsters demand 

action and comfort in their footwear. 





This Mary Jane is no longer plain 
Note how two straps with SHUGOR 
under the pert bows enliven this 
perennial favorite. 


no LOE + 0%: 


HUDSON « MASSACHUSETTS 


COPR. 1956 THOMAS TAYLOR & SONS 
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A complete new line of 






Funtime Footwear 


Laas Salina 


wv > 






e 







High tops, plaid-lined 
convertibles, low Bluchers, 

feather-light straws. Priced to 
retail from $5.95. 












NEW LOW-CUTS 
IN RANCHTAN 
OR STRAW! 







Ranchtan is popular 
Blucher style... the Straw 
so light it floats up with a 
toy balloon! Low-cuts to 
sell from $5.95. Straws 
from $7.95. 










WS 


based on last Spring’s smash introduction! 


Here you see the new Funtime Footwear that made 







such a hit last spring—now expanded to a complete line 
for men and women. Four different styles. Wide color 
choice. Sturdy soles for all-season wear. They're here; 
they’re hot—they're by Ripon! 





1p 





XR 


"God 

Vieennfi a —_ ks 
Segeante Seen 
ton foPhidn, p> 
Svea ero! iva 










Last spring a Midwest retailer ran a try-out ad 
on these new gadabouts, 700 pairs sold the first week - 
reordered three times! 





Write for illustrated price list of the new Funtime Footwear 
Ripon Knitting Works, Ripon, Wisconsin 




















vw SCuFFs, as RIVIERAS, 















NEW SLIPPERETT EG 






























Hae and women we the family FOR ALL! 
, we vy, 

rs in an ¢ : a Leather trimmed for 

rich brocades, | Water, be nylon, Lurex 

ced to retail merican Biltrite vies for women 

fi Tite b 

rom $1.65 S0les a button eye poms 
: for children 





Stock only one 
Size for each! 
Sell from $1.95, 
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sSiwes 
Smooth ankle and foot 
hugging FIT 


A proven SAFE, rugged, 
long-wearing tread 


A truly CLEAR plastic 
rainboot 

















“weet 


ie Bege 






BY FAR THE GREATEST ADVERTISING 
SCHEDULE EVER! DESIGNED TO 
HELP YOU SELL AND SELL! 
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and LEFTS and RIGHTS 


SMALL (size 5) LARGE (size 8) 
MEDIUM (size 6) extra LARGE 


(size 9) 
med. LARGE (size 7) 


sizes 4 and 10 also available 
















in CLEAR and SMOKE . 2 ‘ : 
. eee” 
All have \ | 4 Nc Set 
poe A” —-#707 UNIVERSAL FIT seat 

fastener (best for LOW heels down to flats) ® 







#909 FASHION FIT 


Aun Dente \ 








Gontession" ! (best for HIGH heels) 
" and all these fine sales helps 





(we 2S 









DISPLAY STANDS a. a 

in brass finish, black wrought iron ( . \, 

or chrome, Smart! Compact! Productive! > \ \ $ 
Complete with 3 display boots, ds ) ; 
PLASTIC FOOT FORMS LA 







CARDBOARD FOOT FORMS = |) \ 
| WINDOW BANNERS * 

GLOSSY PHOTOS ' 
j AD MATS Rene 













Shipping from 3 different points: 
LOS ANGELES, CHICAGO, NEW YORK 






® @® LOS ANGELES NEW YORK 
94] E. Third Street 247 S. Wabash 47 W. 34th Street 
a NEW address 
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line for spring? 





What's brewing in the Dickerson 
Plenty... . and we guarantee you'll get a kick 
out of seeing for yourself 


‘ 


j ADD the know-how and 
, skill of three genera- 
tions of shoemakers 





TAKE a nationally- 


known maker of fine SPICE with up-to-the- 
shoes for women ie, minute styles, by MIX with top-grade 
oe ingenious designers 






materials yielding to 
skilled craftsmanship 


a 


THE RESULT? Oiirn THE SMART SHOE THAT'S REALLY COMFORTABLE 


Everybody at Dickerson 
has been cooking on the 
front burner for months, now, 
to develop a hot line that 
feels good, looks good, 
and sells well time-after-time 


You'll like the new Dickersons 


THE WALKER T, DICKERSON COMPANY * COLUMBUS 16, OHIO 
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J. FRED MUGGS Pre-Sells Millions 
Through Nation-Wide Telecasts . . . 

FRED MUGGS, Na- 
tionally Famous Personality of the TODAY 


Show, who has won the hearts of Millions, 


Police Department .. . 


The one-and-only J 


why we're supplying your store with a life 
size Window and Floor Display 
young and old alike, with his courting of 
these other J 
Phoebe B. Beebe and his other amusing antics 
— is seen each weekday morning by more 


than 7,000,000 viewers . . 


Shoe Boxes! Delightful Hang Tags! In 


over 135 major triguing Mats! 


television stations 


JUDY 'n' JERRY Shoes, 


Precious Premiums! And 
Big, Big Contest! All FREE! 


wearing his own 


The Sensation of the Chicago Show! 





A Better Traffic-Stopper Than An Entire 


Watch any place where you put The Face 
(of J. Fred) and you'll see trafic! That's 


and with 
FRED MUGGS point-of-sale 
aids; Eye-Catching Window Streamers! Novel 


Compelling Radio Scripts! 
Material for the 


AND NOW SELLING LIKE HOTCAKES ON THE 
ROAD... YOU CAN BUY "EM AT THE PPSSA 


the matchless 


J. FRED MUGGS 


promotion 


When J. FRED Gives 'Em the Eye The 
Young Fry Buy! ... 


Combined with Famous Brand, famous-for- 
value JUDY ‘n’ JERRY, you have the great- 
est selling combination of 


children’s foot- 


wear in history, And best of all you 
can offer your customers a specially designed 
J. FRED MUGGS line, with each and every 
pair adorned with a life-like reproduction 
of J. FRED MUGGS 
Boys and 


himselt, Shoes for 


Girls, in a choice of wing-tip, 


fancy-strap and casual styles 


YES! - Backed by the Quality! the Value! the Styles! that have 


Made JUDY ’n’ JERRY the Nation’s 







JUDY 'n’ JERRY Shoes are considered by many Experts to be the 
Greatest Value in Children’s Footwear in America Today! .. . 


And, here's why! Though priced to sell in the popular range, JUDY ‘n’ JERRY's ar 
made of top-grade leathers in every inch and every part, except stitching and thos 
styles featuring leather, crepe or genuine Neolite Soles, Yes, finest leather in uppers 
counters, linings, innersoles and welting . and JUDY ‘n’ JERRY footwear includes 
many ‘extra’ features usually found only in shoes at a much higher price 
fillers for more complete protection; cookie built into the innersole; proven lasts and 
pre-formed soles, molded heels, Here you have it, a dint package: America’s greatest 
children's TV Personality, America's outstanding Brand Name, and America’s greatest 
value in Children’s Footwear, 


soft cushion 


or write to: 


November 15, 1956 


Buy-Word in Children’s Footwear 






Each and Every Style 
featuring a likeness of 

]. FRED MUGGS bimself 
— children are delighted 
with this popular pal, 


SceusinNew York ROOM 708 
HOTEL NEW YORKER 


J. FRED MUGGS °/- JUDY 'n’ JERRY 
Sherman Bros, Shoe Mfg. Corp., 230 Jackson Street, Lowell, Massachusetts 
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Pinchos 


says 
"lM HOLDING PRICES DOWN 


BY INCREASED USE OF 
AUTOMATION!” 


If you could see the conveyor belts rolling and the wheels whizzing in my 
Skowhegan factory, you'd think I've gone crazy on this matter of automa- 
tion. If | have... I'm sure you won't object ‘cause by making more shoes 
in less time while keeping the quality up, | can hold my prices down the way 
you want ‘em. 


No shoes, no boots, | just make CAMP MOCCASINS in every type, for every 
age, for every pocketbook, to retail for $2.98 to $6.98. 


CATERING TO THE VOLUME TRADE ONLY 


Leisure Type - ff Genuine 
7 Moccasin, 


Moccasin — ! Hand-Laced 








See us at PPSSA | M, 
NEW YORKER HOTEL, Rooms 982-983 mS OM) ane 


Shearling 
Moccasin 


Drop in for your juicy Py — 
Red Mcintosh Apple TNT ate? Hand-Laced 
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Bunteesarewinning Parents by the thousands! 






Motesin ; 
America’ S first baby <a 






This is the story 
(OVER 2000 YEARS OLD) 


that made NEWS 
— Parents 


There was nothing new to tell! Every baby shoe lays claim to some 
of the inherent features of the genuine moccasin developed 2000 years 
ago by the Indian. Moccasins were America’s first baby shoe . . . offering 
comfort, flexibility and non-restricting freedom of action for tender little 
feet... that take 20 years to completely develop. 










. 


Liou? . 


: MOCCasing 


Birtles 


Mothers knew all this... knew it made sense . . . yet thousands took Sold only in Stores with 









RJ. POTVIN sireag att Matted shee tte 
time to write us about Buntees improved hand lasted baby moccasins, SHOE Co, Brockton 26, m 
wanting more information on where to buy them. ye 
We'd rather have you complete the story and make the sale. It’s so 3 i & 
. * = 
easy to sell Buntees . . . to mothers sold on Buntees! + é 






... and will make NEWS again in Oct. and Nov. issues! uh 
Buntees are pre-selling more and more Parents! 
ORDER THIS 


“BASIC 5” 
TODAY ! 












No. 5 Cradler No. 50 Pre-walker No. 515 Chubees No. 5050 Walker No. 4050 Oxford 





Do the bulk of your baby shoe business with the Buntees “basic 5”... the shoes that are the heart of your sales program, Feature 
these and other Buntees styles . . . all with hand lasted genuine moccasin construction, 


R. J. POTVIN SHOE COMPANY, BROCKTON 26, MASS. 
PPSSA, Room 554, Hotel MeAlpin 
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TOLEX saved our hides! 


*BY THE MAKERS OF 


ge 


the acientifieally developed 
supported vinyl material for 


the quality eocklioing 


material combining high 
strength escellent adhe 
sion and extra Reribility 
for women's and chil 
dren's ahve (Diatrilnted 
by Cooney Weim Vabrie 
Corp., Boston, Maas.) 
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“,,, hammy as we are, we're glad we're not appearing in any more pigskin 
parades, Why, Tolex vinyl fabric has the animal product skinned forty 
ways... what's more Tolex beauty is more than skin deep, so it laste and lasta. 
It won't chip, peel or crack and it's impervious to foot oils and acids, too. 


So give your customers the most for their money. Give them Tolex in all 
the beautiful new footwear colors that stay bright and new looking with 
just a ewish of a damp cloth."’ Remember . . . 


TOLEX vinyl fabrics for... 
oa Socklinings A Uppers i Platform Wraps 


_ HIGHER STYLE FOOTWEAR FOR LESS! 





for samples, write... 


GENERAL) "! @@aan TORE @ AMMO comm 
TEXTILE ATHER OtivViaton 
PLASTICS TOLEDO 8, OMI 


Boot and Shoe Recorder 


5 SS APRRPR os 





ADVERTISED IN 


LIFE and ESQUIRE 


The most 

convincing 

7 Yorktown 
SS sales argument 


There is nothing intangible about Yorktown’s value leadership, You can seeitand prove ® ° 
it to yourself through point-by-point comparison with any $10.95-$12.95 men’s line on the | S bu ] It 
market today. Yorktown’s quality and distinctive styling sell customers — its extra comfort, 
stamina and value bring them back, Why not give your store the advantages that go with 


this profit-producing line! 


e 
GET EVERYTHING YOU NEED FOR PROFITABLE OPERATION IN THE $10.95 - $12.95 FIELD ] nh t () 


@ 98 in-stock men’s styles .. . dominant values at $10,95-$12.95 retail, 







Style 2093 
Black Alligator 
grain 


Style 2094 
Brown Alligator 
grain 


@ Air-Tred air-cushion shock-absorber shoes at $11.95 retail, 

e@ Leather-covered cushion insole shoes at $12.95 retail. _ 

e Boys’ shoes made with men’s shoe superiorities at 
$8.50-$8.95 retail. 

@ Pueblos hand-sewn true mocs finest in their price 

range at $11.95 retail, 















TWO GENERATIONS OF FINE SHOEMAKING 


Write now for catalog or for salesman to call 
GARDINER SHOE CO,., INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
GARDINER, MAINE 
N.Y. SALES OFFICE: Marbridge Bldg., 47 W. 34th St. FAR WESTERN DISTRIBUTORS: Solnit Shoe Co, Buckingham & Hecht, 817 S, Los Angeles St,, Los Angeles 
also makers of YORKTOWN SHOES FOR BOYS 






November 15, 1966 
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Another sale just passed by! 


Quick! Catch that child’s attention . . . get the mother’s eye. There’s a fortune passing 
your door every day! Yes, we’re talking about the millions of consumers who know and 
respect Five Star as one of America’s most outstanding shoe values for children, What 
are you doing to profit from Five Star’s reputation? 


We will help you sell this volume line — with national advertising that has already 
elicited comment and reaction all over the Country... and with sales aids that give 
you a double impact at point of sale! Speak to your Five Star representative, Ask him 
to help you promote young America’s favorite shoes... 


See us at the P.P.S.S.A., Room 1544 ~ Hotel New Yorker, November 25-29. 


Old Pale WCKY STAR Wonder Welt 


FIVE STAR FOOTWEAR COMPANY 


43-01 22nd St., Long Island City 1,N.Y. © Marbridge Bidg., Rooms 403-405 « STillwell 4-1975 
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AT THE P.P.S.S.A. 
SEE TRED-LITE FOR 5/7 


ROOMS 629-630 
HOTEL NEW YORKER 


Tred-Lite 


» Cambridge 


Cambridge Rubber Company , Cambridge, Massachusetts 












color-locked wonder suede by 


This is it—new miracle suede with 

locked-in color that customers have 

been begging for in smart shoes and hand- 
bags. Everkleen kid suede will not smudge, is 
easier to handle in making operations, retains 
full color and velvety texture in finished shoes. 
Available in pale neutrals, rich darks and 
shock colors, intense pastels, inky black. 

Write for swatches, Amalgamated Leather 
Companies Inc. Wilmington 99, Delaware. 
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Fortune’s 

















sensational new 
style idea 


means 


San 
a 
oem 


sensational new 


sales 


*ee** 


TO RETAIL AT 


A OD95 


OTHER STYLES FROM SOS 10 eh os 


@ Almost as soon as’ they hit your shelves, these 
*Quick-Change” styles will be “real gone”. This brand new Fortune idea 
may well start a footwear fad among young men—and that of course 


means extra sales by the carload! 


The customer who buys the Fortune “Quick-Change” actually gets three 
smart styles for the price of one. He gets a good-looking moccasin slip 
on plus three easily changeable straps to give three different style effects 





SHOES FOR MEN (this includes one strap with a “frame” for his girl's picture or favorite 
pin-up). 
The “Quick-Change” is solid evidence of that style leadership which 
makes a Fortune franchise so valuable these days. Fortune is consistently 
first in its price field when it comes to smart styling (number-one factor 
in selling the big and getting-bigger young man's market), Fortune also 
ranks right at the top in comfort and quality—and that doesn’t hurt sales, 


either, 


If you'd like to know about the complete Fortune set-up and how you 


can cash in on it, write us today, We'll send the details pronto 





Fortune Shoe Company Nashville, Tennessee 


(vVvistiOQOn OF GENERAL SHOF CORPQORATIQN 
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NOW , 


Keep 
White 
Stitches 


“Ma ; 
(ae 
teow 


ae 


United's stitch protecting material preserves the original whiteness of 








your outsole thread, 


When the ticket calls for white outsole stitches make 
 -g : sure they are truly white. Your salesmen and the 
retailers will find your shoes easier to sell, 


The GAC Stitch Protector Applying Machine, Model A, 
applies a new protecting material to keep white stitches 
from becoming soiled during finishing, treeing and packing. 
® Eliminate Bleaching —_ operation is oes expensive than taping and eliminates 
cleaning in the packing room. Also it does a better job 
and Penciling The protective material dries as an elastic substance which 


is easily and quickly peeled off when the shoe is finished, 


A precoat material assures easy removal of the protector and 


® Provide New 
Luster to Welting 


adda a distinctive luster to the welt surface, It may be 
applied by a device added to the atitch separating 
machine or with the BA Precoat Applying Machine, 
Model A, If the atitch separating machine is used the 
precoat material tempers the welt and may eliminate the 


® Cut Finishing 
Room Costs 


need for a separate welt wetting operation. 


(GAC 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


Are vou obtaining the cleanest, 
whiteat atitchea possible? Ask 
your United man for further 
information about this 

method of atitch protection, 
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Whi cule be pitti... 


on the feet of the chic American woman 


than the new 1957 


Sent 














PERKY PUMP 
the Italian cut and the new 
splash colors assure this of 
becoming a summer favorite 
in charcoal/white . 
navy/coral . . . 
black/gold .. . 
daffodil/black. 


PEAK PUMP 
designed for big sales with 
the new splash pattern— 
in black/gold . . . 
navy/coral . . . 
daffodil/black . . . and 
charcoal/ white. 





What could be Prettier . . . ? 
with the new 1957 fabric, colors, and styles, 


your sales will make a pretty picture next summer, 


See this new line at the P.P.S.S.S.A., 
November 25-29, Hotel New Yorker, 
Rooms 1419, 1420, and 1426... 


Or call or write for a call from your Servus Salesman 


NEW YORK OFFICE and WAREHOUSE 





November 15, 1956 
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2-Shu, 


ROCK ISLAND, 


330 Broadway, New York 7, N.Y 









PATTI 

the elastic throat adds 
the perfect touch to this 
stylish shoe — in black, 
scarlet, navy, brown, or 
daffodil with matching 
striped throat. 











PERSIAN 
tastefully styled with 
matching braid trim — 
rich plus.twill fabric 
in black, scarlet, or 
navy blue. 


Men's Casuals 
Men's or Boys’ sizes 
Blue or Brown 


New Fashion Delux Oxford 
Women’s, Teens’, and 
Tote’ sixes 

Splash and Plain colors 


Oxfords 
All sixes 
Blue, White, or Scarlet 


co. 


ILLINOIS 











Just as we must see our shoes through your eyes, Mr. Retailer. . . 
from your side of our desk . . . so must you see your shoes 
through the eyes of your customers from their side of the fitting stool. 


To bring the eyes, the ayes and the ahs of Consumers 
into focus on Heydays, we go directly to the ladies wearing 
our shoes and ask: ‘‘How can we make them better?” 


They tell us. . . we activate their suggestions . . . resulting 
in Consumer Acceptance not found in other lines. 


(A current survey by George A. Marklin & Associates 
will reach 90,000 Heydays Customers.) 


This system also puts us in position to anticipate trends which you 
will see in the Spring 1957 line, and an enlarged stock department. 


If your copy of the new catalog has not been received, please let us know. 


The Shoe That FEELS Better 


Top ++ SKYLARK in Milan Straw 


Bottom... SKYLARK in Florida Weave (calf) 





HEYDAYS SHOES, INC. ©¢ 2032 LOCUST STREET * ST. LOUIS 3, MISSOURI 
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Talk a Trade 








STEVEN J. JAY, president of 
R. H. Fyfe’s in Detroit, Mich., says: 

“They are buying the better shoes 
today in all departments. We see 
in action a call for better shoes for 
men, women and children, Many 
remark that by putting a little more 





money into shoes, they get a lot 
more wear out of them, They feel 
they get better support for their 
feet. The quality of the leather and 
the workmanship are being watched 
more carefully, They realize this 
can be given only in better shoes, 

“The old slogan that ‘Price is 
soon forgotten but quality never’ is 
proving itself again. We have be- 
lieved in this sincerely all through 
the years at Fyfe’s.” 

” a ” 

M aLvern (SANDY) HANSON, 
owner-manager of Hanson’s Shoe 
Store, Denver, Colo., says: 

“Shoe selling is much more than 
shoe fitting. In this day of stiff 
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competition, a shoe man has to per- 
sonalize every sale, 
done in downtown stores as well as 
in neighborhood shopping centers. 
1 know, for I’ve done it! 
moved from downtown to 
shopping center in a newly built 
community, many of my customers 
followed me. Why? Because | had 
fitted mothers and daughters and 
sons since the children were babes 
I know their names. 
assistants and I know what they 





want. A good salesperson tries to 
make a friend of every man, woman 
or child who enters the store, 
important to have the stock on 
hand, but it’s more important to be 


Winuiam KRONISH, manager 

of the shoe department at Bond 

Clothes, Providence, R. I, says: 
“The discount houses and the 


mill supply outlets loom large in 
our eyes because of the extent of 
their activities and their aggressive 
promotional activities. But we 
should not allow their operations 
to confuse our thinking. 


“There will always be a down- 





town shopping center. There will 
always be the thrill of the holiday 
spirit of dressing up and going 
downtown, It is the same happy, 
carefree spirit that makes us dress 
up, go downtown to the movies 
and enjoy a snack at a nearby 
restaurant or fountain, even though 
we have plenty of entertainment 
on our television sets at home, 
“We must remember that the 
downtown stores will always be 
the fashion centers. They will al- 
ways emphasize the nationally ad- 
vertised brands and the quality 
merchandise. In our downtown 
stores there will always be some- 
thing new in merchandise or in 
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store modernizstion and decora- 
tion. There will always be aggres- 
sive and inviting promotions. 
These factors cannot be provided 
by the mill outlets and the dis- 
count houses. 

“When faced with situations 
such as this one concerning the 
outlets, we should appraise the 
situation very carefully and thor- 
oughly from every angle. I think 
we'll always come up with the an- 
swer that aggressive and reliable 
downtown stores will always have 
an advantage.” 





J OHN S. ALBERG, buyer-mana- 
ger of the shoe department of the 
Emporium department store in St. 
Paul, Minn., says: 

“The biggest single factor in 
building our successful shoe depart- 
ment is our sales help. We have 
streamlined our and 
streamlined our merchandise but 
the salesperson remains the most 
important factor in the operation. 
The department is only as good as 
the sales help. 

“It is the policy of our store and 
our department to emphasize that 
salespeople form one of the most 
important groups of the store and 
that the entire operation is a form 
of partnership between salespeople 
and the department manager, To 
develop this feeling of being a part 
of the organization, our shoe sales- 
men are given complete information 
about the department. They know 
the responsibilities of the manager, 
the assistant manager and their 
own, They know what the depart- 
ment should produce in daily sales, 
the expenses, the profits made, if 
the month has been good, if the 
department is over-bought. All of 
this is talked over with them, It is 
their business and they like to feel 
a part of it. All persons like to be 
recognized and have a feeling of 
prestige. Suggestions and ideas by 
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sales-personnel on ways and means 
to improve sales in the department 
are urged and welcomed.” 


* * * 


Henry H. HEIMANN, executive 
vice-president of the National Asso- 
ciation of Credit Men, says: 

“The years ahead will confront 
the businessman with stronger com- 
petition for the consumer’s dollar, 
and the hardest competition may 
come from without his own in- 
dustry, as in the current struggle 
between the soft goods and the 
semi-durable and durable goods in- 
dustries. You will need to be bet- 
ter informed not only in your own 
business but in other businesses as 
well. You will have to come up 
with new ideas and new products 
constantly. Your industry, as an 
industry, must be prepared to battle 
for its share of the consumer’s 
dollar... . 

“Perhaps we have reached a point 
where a slight measure of construc- 
tive cautiousness will pay dividends, 
You cannot avoid readjustments, 
but a measure of moderation can 
and will do much to limit them and 
keep them within bounds, 

“Anyone who is bearish on our 
nation and its future is blind to the 
facts but if you are blind to the 
need for corrections from time to 
time, you may find yourself and 
your business in serious trouble, A 





























stop, look and listen policy is after 
all a real safety precaution.” 


* * * 


Win A. BROWN, who heads 
Brown’s Shoe Fit Company, with 
headquarters in Shenandoah, lowa, 
says: 

“The country as a whole has 
passed through a time which has 
inclined us to be careless in our 
operations. But, the easy days are 
drawing to a close. Buying guides 
are now a must and the closer they 
are watched, the more profit we will 
get out of our operation. The past 





year has been somewhat hectic for 
the most part and it was mostly the 
that caused it. We 
must watch our weekly sizing of 


color season 


all basic shoes and be cautious as 
to future buying of extreme styles. 
We don’t need to be afraid of color 
or style since they are both a ne- 
cessity in today’s operation. Buy- 
ing will have to be done at shorter 
intervals on the extreme style mer- 
chandise, Consistency is fast be- 
coming the great word in both buy- 
ing and selling.” 
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by BILL ROSSI, Field Editor 








~ Men Will Buy More Pairs 


oday We Sold at 1923 Levels We'd Sell « ul- 
If Today We Sold 3 Levels We'd Sell 48 Mil 


lion More Pairs and Earn an “Extra” $500 Millions. 


THE eyes of the shoe industry today are hope- 
fully fixed on the men’s branch. It sums up to 
this: if we’re going to achieve the objective of 
showing an appreciable increase in over-all per 
capita shoe consumption, the responsibility rests 
largely with the men’s branch. 

Says the shoe industry: the women’s branch 
has done well. In the past 20 years, per capita 
consumption of women’s shoes is up by some 40 
per cent. In the same period, misses’ and 
children’s per capita has risen around 60 per cent. 
And men’s? Down by approximately 12 per cent. 

Let’s take a look at some other figures—none 
of them very flattering to the men’s branch. For 
the past 35 years, men’s shoe output has seemed 
to stagnate at around 100 million pairs a year. 
Over the past 35 years, men’s per capita shoe 
consumption has shown an almost steady decline. 
In the eight-year period, 1922-29, per capita con- 
sumption of men’s shoes showed an annual aver- 
age of 2.3 pairs; in the eight-year period 1935-42, 
it slipped to 2.15 pairs. In the eight-year period 
1948-55, it fell to 1.75 pairs as an annual average. 

Now, on first glance, this paints a pretty pessi- 
mistic picture. We see a downhill trend over the 
past 35 years. The decline could well continue, 
and some shoemen believe it will. More happily, 
however, there are concrete reasons to show that 
this trend has a good chance of being reversed— 
if we make it happen. But first we must destroy 
some myths, more aptly termed mental blocks, 
about men’s shoe business. 

First of these is that after the rest of the 
family have bought their shoes, there’s little left 
for poppa. It just isn’t so. Poppa manages to 
scrounge up the cash to buy himself expensive 
fishing tackle or golf equipment or power tools. 
Also, it’s ironical that over the past eight years 
—the most prosperous in history—our adult 
males are buying fewer pairs of shoes than they 
did in the less prosperous Twenties and in the 
depression Thirties, No, the answer obviously 
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doesn’t rest with economics. It’s something else. 

Is it because the men’s branch doesn’t sell hard 
enough? No. For example, the men’s branch 
spends more money in national magazine adver- 
tising than either the women’s or juvenile shoe 
branches. 

Is it prices? Again no. Some 53 per cent of all 
men’s shoes sell in the $5 to $10 price range, and 
81 per cent sell for under $14. These are almost 
sub-normal prices when you consider that men’s 
shoes use more basic materials and require more 
shoemaking than most other shoes. 

Well, where does the fault lie? Is it with our 
57 million adult males? Or is it the product? Or 
the selling and merchandising of the product? 

Right here, let’s introduce a couple of startling 
facts. First, the records prove that men will buy 
more pairs. For example, if today we were selling 
the 2.15 pairs per man that we did in the 1985-42 
period, men’s shoe output would be 128 million 
instead of 106 million pairs. The “extra” 17 
million pairs would amount to $180 millions in 
additional sales. 

If we today achieved the per capita level of 2. 
pairs as in the Twenties, our men’s shoe output 
would be 138 million pairs, and the additional 32 
million pairs would add some $350 millions in 
“extra” men’s sales. 

And if today we reached the 1923 level of 2.66 
pairs per man, men’s shoe output would be around 
154 million pairs. The “extra” 48 million pairs 
(in contrast to our 106 million of today) would 
bring over $500 millions in additional sales. 

Keep in mind that all this is based on actual 
past performances in the men’s shoe field, It 
demonstrates that men can and will buy more 
pairs. It demonstrates the realistic opportunities 
in unit and dollar sales in the men’s field. 

What, then, is preventing these past realities 
from being realities today? And is there any tan- 
gible hope that we can return to those past high 

[TURN TO PAGE 108, PLEASE} 
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Contrasts and Delicate 


Surr shoes, daytime street shoes, will be, for most 
retailers, the first consideration in looking over spring 
lines. And here, Easter may be the promotion theme 
if that season figures as an important buying period 
in your store. 

Looking over the spring lines at this time, we have 
been struck by the variety to be found in these day- 
time shoes. More time and thought has been given 
to their styling, it seems, than to any other group. 
In heel heights, lasts, patterns, detailing and combina- 
tions of leather and fabric surfaces and colors, there is 
style and distinction for all tastes and types. 


High tongue dramatized by low sides 
and buckled strap; textured leather and 
flat leather heel, from Sandler of Boston. 







High tongue, moccasin effect, 
in red suede pump with 
matching sole, from Huskies. 








Softie spectator pump in un- 
lined suede trimmed with 
navy cal/, Hill and Dale. 







Take heel heights, for example, which have been 
used all the way up from half an inch. Tapered toes 
are being accepted on all heel heights and in medium 
as well as top price brackets in style shoes. More 
pointed than ever, the newest lasts also give a broader 
tread than the tapered toes of previous seasons. The 
increasing acceptance of this longer, more pointed look 
now makes other toe characters look definitely out- 











Walking sandal, T-strap, on 
14/8 heel, from Florsheim. 








New tapered toe last, 17/8 
heel, high-riding tongue, 
dainty buckled strap, in 
beige and tan combination, 
the “Trieste” from Risqué. 










White grained calf vamp, Flax 
calf quarter and heel, gold orna- 
ment, 21/8 heel, ‘‘Edwyna,’’ 
Featherweight from Vitality. 
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Detailing . . 


by ELEANOR M. RUTTY 
& 


In New Daytime Styles 


Color and Surface Contrasts Leading Style Trends on All Heel Heights, 
from 4/8 to 24/8 with Growing Emphasis on Medium Heels. Dainty 
Buckles and Buttons Give Smartly Tailored Look. 


moded. The curved heels, low to high, sometimes 
closely copying the Louis period of very much under- 
slung heels, in combination with the very tapered toes, 
give a distinction to the new shoes which would mark 


a new style season without any other changes. 


Slender-toed, high-heeled 
pump in combination of 
black patent leather and ben- 
galine, from Fiancées. 


Soft crushed kidskin pump, 
satin matte finish, 4/8 


heel, a Skooter by Vogue. 





There are other elements, however, that dramatize 
the new lines. With pumps accepted as the number 
one style, there are other silhouettes. The up-swept 
vamp line, most effectively done in high tongues, is not 
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New tapered toe last, 21/8 
heel, in combination of white 
calf, black patent, the “Hia- 


leah” from Life Stride. 


Novel sole construction and 
heel shape in two-tone pump, 
from Treadeasy. 











Tue use of a variety of leather surfaces is not new, 
as we all know, but each succeeding season sees variety 
more firmly established and more skilfully used. 
Grained leathers—genuine shrunken and embossed 
types—continue very strong and give a richness to 
shoes. Some grains are so fine that we now hardly 
think of them in that category. We just know that we 
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ery The textured look rich note 
, in this low throat, high heel 
pump, from Cotillion. 


SHOE DRAWINGS 
by ELLY NORDEN 







Black “Broadtail” soft toe 
ae p with ultra-tapered toe 
EM and high slim heel. Nova. 


Pale gray calfskin trimmed 
with black patent leather in 
dainty opened-up pump, 
from Coccini. 











Variety of Textures in 


like them and that they look attractive. There are 
others, however, that appeal to women for their deep, 
rich textured look. “Broadtail” is, of course, the 
leather which has become the best seller in this cate- 
gory. It looks best in a practically untrimmed pump, 
relieved only by, most often, a narrow collar of smooth 
or glossy or matte leather, with a tiny buckle or bow 
to finish it off. 

Seemingly in direct contradiction to this interest in 
grained surfaces, is the predominance of glossy patent 
leather. This will be, according to all predictions, the 
number one surface for spring. As we have seen, it is 
equally good as a trim or in an entire shoe. 






T-strap, perforated vamp, 


medium heel, in flax calf. 
Natural Bridge. 








Closed toe sling in bright 
reen textured leather, black 
appliqués of same matching 
e heel. Gino Dalsini. 














the New Spring Shoes 


Textured Surfaces in Checkered Effects; Many Grains, 
Including a Simulated Fur; Appliqués; Perforations and 
Embroideries; Give Surface Interest to New Spring Shoes. 


Besides, the variety of glossy, grained, smooth 
leathers, there is surface interest in the fabrics and 
synthetic straws. Where the material itself does not 
have some sort of texture interest, there may be 
appliqués of contrasting surface or color, or em- 


broideries, beading or stitching. 


In all these treatments, the feeling is for fine work- 
manship and handwork, They are not done by hand, 
these embroideries and appliqués, but they suggest 
such work and add to the sense of delicate treatments 


and surface interest. 











Mule with stripping —_ me \ 


and wedge heel, in blue kid- % 
skin, from Joyce. 
“. New type of instep strap in 
> iridescent woven fabric, on 
17/8 wedge heel. Allure. 
7 \ 
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] Asymmetric sandal on high 
' wedge heel, with typical 
1957 decorative buckle, a 
Desco Darlin’s. 





Slim 24/8 heel on mule in 
turquoise kid with white 
stitching and nailheads and 
clear stones. Paradise. 


All-over black patent leather 
sling pump with very high 
slim heel and perforated but- 
terfly bow, from Accent. 
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Dial 
interest 

in dress 
flats 


...these 
bright new 
fashion 

stars by 


GSKAS 


Here are the pointed toe flats that have set off a chain reaction of sales across the country. 
Styled with a youthful flair, heavenly light and flexible, they're fashioned of soft, supple leathers 
in smartest colors. There's simply nothing like 'em anywhere to retail at $4.99. 


SEE THEM AT PPSSA THEY'LL BE FEATURED 

os a feature attraction of the exciting in Buskens greatest-ever promotional drive . . 
Buskens spring line on display in the Crystal spearheaded by full-page, full-color ads in 
Ballroom, Hotel McAlpin. top national magazines: Seventeen, Charm, 


Glamour, Woman's Day and Family Circle. 
BUSKENS, MANCHESTER, WN. H. DIVISION OF B G@ &$ SHOE CORP, 
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Lee Langston, retiring executive vice-president of the National 
Shoe Retailers Association( left), greeting his successor, Ed- 
ward J. McDonald, in the lobby of the Palmer House. Mr. 
Langston retired November | after 21 years in this capacity. 





Richard Sears (left), three-year director; Percy N. Burton, 
regional vice-president; Merrill A. Watson, executive vice- 
president; Herbert Lape, Jr., regional vice-president; G. B. 
Albritton, secretary, are shown above attending the Board of 
Directors meeting of the National Shoe Manufacturers Asso. 


TELL ond SELL «ese 





One of a number of panels, exhibiting the various stages of 

production a shoe goes through, that were keyed to “Tell the 

story of value and sell more shoes” theme. The purpose was 

to teach the retailer the story of shoe value and thereby en- 
able him to sell more shoes, 
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Right: Left to right: l-strap Buster Brown moc- 
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“Wright Man of the Year” awards were presented by Steven 

Jay, president of the National Shoe Retailers Association 

(center) to Louis Kirsch, president of the Wright Arch Pre- 

server Shoe Shops in New York City (left) and Morris L. 

Hamilton (right) of Brown's Shoe Fit Store, Maryville, Mo 

The award was given for outstanding merchandising in a 
large and small metropolis respectively. 





SS x 
Shown at the registration booth in the Palmer House are, left 
to right: George B. Hess of Hess Shoes, Baltimore; David A. 
Lowenthall, Jr., Daniel’s Bootery, Silver Springs, Md.; Roland 
McDonnell and Stacey Hall, McDonnell Shoes, Newark, O. 





Officers elected during the National Shoe Travelers Associa- 
tion meeting are, left to right; Ed Trench, secretary; George 
Lawson, second vice-president; Ted Hinds, president; Richard 
Graffis, first vice-president; and Paul D. Cook, treasurer. 





Shown during the Factory Management Conference Com- 
mittee meeting of the National Shoe Manufacturers Associa- 
tion, left to right: James Reardon, Daniel Green Co.; John 
L. Moran, Moran Shoe Co., newly elected president of the 
Association; James H. Nolan, technical advisor to NSMA; 
William Sheskey, The Hanover Shoe, Inc.; Jerome Kushins, 
Kushins, Inc., regional vice-president; and Charles H. Jones, 
Commonwealth Shoe and Leather Company. 
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Above: Left to right: Weatherbird by Interna- 
tional; Fleet Air by Eby; 3-eyelet moccasin front 
by Ephrata. Black and white 4-eyelet oxford by 
Pied Piper. New slim, brown and white moccasin 
oxford Kali-sten-iks by Gilbert. Youth's slip-on 
with new butterfly treatment by Robin Hood. 


Right: Left to right: U-+tip oxford by Judy 'n’ 
Jerry. 2-eyelet wing tip oxford by Julius Altschul. 
Grained leather moccasin front “Modern Age” by 
Curtis, Stephens, Embry. Brass eyelets on this Buf- 
falo Billy straight tip with perforated and stitched 
quarter by Chesapeake. 5-eyelet moccasin front 
Ruggie with shark tip by W. L. Kreider. 












by ESTELLE G. ANDERSON 


Left: Left to right; 3-eyelet black and white 
moc-type Royal Cadet and brown gore slip- 
on with mesh vamp center by Chris Laganas. 
Attractive desert boot by Gerberich-Payne. 
Novelty closure Foot King by A.S. Kreider, 
One eyelet tassel tie by Dr. Posner. 



























Bore 


Right: Left to right: l-strap Buster Brown moc- 
casin-front oxford with fold over collar. Textured 
leather, embossed to resemble reptile in this 1-strap 
Skip-eze by Cedar. Red, 2-strap by Kali-sten-iks 
with white stitching on vamp. 1-strap with cut-out 
self-trim on vamp by Julius Altschul. Black patent 
leather, instep strap, outside shaped heel, Phyllis. 
Convertible strap-pump by Judy ’n’ Jerry. 


With the first spring thaw comes the 
urge to discard the cumbersome, prac- 
tical and protective clothes that are a 
necessity during the winter months. 
There is a need for change—for some- 
thing that will give a lift to the spirit 
and that’s where shoes do their bit. 
When the boys and girls go into the 
shoe stores this coming spring, they 
will find a wider selection of styles, 
patterns and colors than ever before. 


... A Joyful Combination 


Last month we sketched the basic trends that 
loom on the style horizons for spring 1957, as 
gathered from reports, observations and com- 
ments from the manufacturers of boys’ and 
girls’ shoes. Now, we show the actual shoes 
that are being produced and that will usher in 
the new season at the retail level. Manufac- 
turers have put their own interpretation on the 
styles and they say: 

“We will have a much greater emphasis on 
pumps in our children’s line than ever before. 
In sizes 84% to 13 we will carry straps but in 
sizes 121% to 3 we will have four pump pat- 
terns against one last spring. We will also 
carry several swivel straps, converting a strap 

[TURN TO FOLLOWING PAGE, PLEASE] 
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Above; Right to left; Black patent leather pump, 
elasticized top line outside heel by American 
Juniors, Black patent leather step-in with outside 
heel by J. Edwards, Black nylon bow on patent 
leather pump—Play-Poise by Virginia Shoe. 
Sweater pump with shaped heel and grosgrain rib- 
bon bow by Sandler of Boston, Stride-Rite’s black 
patent leather pump with black and white bow. 


Left: Right to left; Fleet-Air’s strap style with 
cut-outs on vamp. Swivel strap (below) by Red 
Goose. Swivel strap sweater pump Ruggie-ette. 
Elasticized stripping is used for swivel strap by 
Friendly-Acrobat to serve both a decorative and 
functional purpose. American Juniors’ instep strap 
in red with white trim, Swivel strap, cut-out deco- 
ration and convertible strap style by Dr. Posner. 








Styles for the very young—and some to grow on! 


Left to right: Black patent leather I-strap by 

Ideal Baby. Party slip-on in black patent 

leather by Jumping-Jacks with swivel strap and 

rose trim. 5-eyelet moccasin front Buntee oxford 

by Potvin. Brown and white perforated oxford 
in Mickey Mouse line by Trimfoot. 





Casuals will be favorites with the youngsters in 

the months ahead and in this category style 

treatments and novelty features will add up to 
multiple sales and better volume. 


Right to left: Five Star’s new treatment of the 

casual in two shades of gray with pinked top 

line and tassel bow. Friendly-Acrobat’s slip-on 

with moccasin vamp and rising tongue. Saucer 

saddle strap pattern with novelty closure by 

Poll Parrott. Traditional brown and white sad- 
dle oxford by Edwards Shoes, Inc. 








shoe into a pump. There has been good early 
demand for this type. Patent leather will pre- 
dominate, followed by white smooth and black. 
We will have a few patterns in blue, possibly 
one red but no pastels. We will also have one 
or two black suedes. Ornamentation will be 
neat but simple . . . small rhinestone orna- 
ments, sweater pump ornaments, simple braids, 
small cutouts and perforations.” 

Another manufacturer comments: “It is our 
belief that novelty closures will be effective 
selling points this coming season,” 

In girls’ shoes, the general feeling is that: 
“Black patent leather and white will account 
for a good 95 per cent of the dress cement 

[TURN TO PAGE 114, PLEASE] 


Textured leathers in girls’ pumps and slip-ons will be important for spring. 

Left to right; Elasticized top line with pearl button trim on pearlized kid 

pump by Billiken. Woven straw with contrasting colorful trim in a slip-on 

by Robin Hood. White textured leather, square throat pump with black 

patent leather trim—high style Dress-Ups by Alexis. Tab trim at modified 
square throat on white calf pump by Pied Piper. 
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PPSSA Program To 





Help Clarify Style Questions 





EDWARD ATKINS 


Exec. Vice Pres. N. A. S. C. S. 
Co-Manager P. P. S. S. A. 


Wirn record-breaking volume a 
prospect for 1956, the popular price 
shoe industry is planning for in- 
creased production and sales for the 
first half of 1957. The 17th Popu- 
lar Price Shoe Show of America, 
November 25-29, will again give 
focus to vital developments in styl- 
ing, merchandising and _ pricing 
questions for the first half of 1957. 
The event, under the joint sponsor- 
ship of the National Association of 
Shoe Stores and the New 
England Shoe and Leather Associa- 
tion, will again enjoy capacity par- 
ticipation by exhibitors at Hotels 
New Yorker and Sheraton-McAlpin 
and capacity attendance of retailers 
and buyers from all parts of the 


Chain 


country. 

Shoe production this year will be 
very close to the record-breaking 
levels of 1955, Retail sales in pairs 
have kept pace. The first half of 
1956 saw an exceptionally high rate 
of shoe production which began to 
be corrected at mid-year, Inven- 
tories on the shelves of volume re- 
tail establishments are not out of 
balance and have reflected the flex- 
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ibility and mobility resulting from 
short term buying and merchandis- 
ing policies of these companies. 


Sales to Hold Up 

Retail sales throughout the fall 
season have shown some sharp pen- 
dulum swings with some months 
recording high percentages of gains 
and others reflecting about a break- 
even rate of business. All in all, the 
year should wind up very close to 
1955 in sales but perhaps a little 
below in rate of profits. 

Developments in styling, in new 
price lines and in new retail mer- 
chandising techniques are coming 
so fast and so dynamically that par- 
ticipation in the forthcoming 
PPSSA 


chants as well as resources of foot- 


is a must for alert mer- 
wear. Once again it is expected to 
clarify major questions involved in 
1957 planning for both factories 
and stores, 

Recognizing the unprecedented 
significance of fashion in successful 
merchandising of all categories of 
footwear, PPSSA is continually in- 
fashion 


creasing _ its services to 


members of its sponsoring asso- 


ciations and to the trade. Retail 
selling reports, advance fashion 


ideas from European style centers, 
sketches, and evaluation of next 
season’s trends by PPSSA shoe style 
committees are features of the 
PPSSA fashion service. Its chart of 
next season’s shoe fashion trends, 


incorporated in the PPSSA Fashion 


Increasing Im portance of Fashion, in Merchandising Makes Attendance 
at the Seventeenth Popular Price Show a Must for Alert Merchants. 


W. Maxey Jarman Will Be Guest Speaker at Industry Breakfast. 


Forecast, is used as a guidepost by 
thousands of industry members. 
For the first time PPSSA has 
opened its principal style meeting 
to members of its two sponsoring 
associations instead of limiting at- 
tendance to members of style com- 
mittees. Several hundred members 
of the industry attended this first 
session oh spring 1957 trends which 
was held*last August in New York. 
They received what has been termed 
the trade’s best color chart com- 
pletely swatched and correlated to 
apparel trends as well as a digest of 
all trend predictions delivered by 
Doris Weston and Helen Joseph, 
PPSSA fashion director and shoe 
coordinator, respectively. 


Jarman to Speak 


So successful was last May’s 
PPSSA industry breakfast that the 
[TURN TO PAGE 111], PLEASE] 





MAXWELL FIELD 


Exec. Vice Pres, N. E. S. L. A. 
Co-Manager P. P. S. S, A. 
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Even lighter 


Buoyantly light 
than Tredair... 


and ever-so- 

soft, TREDAIR for free-and- 
soles take all easy comfort! 
the work out of FEATHERWATE 
walking... soles are ideal 
lend cushiony for indoors or 
comfort to any out... for any 
casual shoes. leisure footwear 


in your line. 
And what a 
styling oppor- 
tunity they offer 
you for Spring! 


Available in a 
wide range of 
colors to bright- 
en your new 
Spring line! 


both by 
9 


CATS PAW 


Call, wire or write for samples . . . now! 
Cat's Paw Rubber Co., Inc., Baltimore 30, Md. 
in Canada: Cat's Paw-Holtite Rubber Co., Ltd. 
Drummondville, Que. 
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by A. W. BERKOWITZ 


President, New England Shoe and 
Leather Association; Co-Chairman, 
Popular Price Shoe Show of America. 


Tue first half of 1957 should experience continued good 
shoe business in line with general prosperity for the entire 
country. Population increases, peak levels in employment 
and consumer incomes will result in the greatest purchas- 
ing power ever achieved by the American public. Such 
nation-wide prosperity can only spell good shoe business. 

Conditions in our trade are sound and warrant an opti- 
mistic outlook for the future. Record-high shoe produc- 
tion levels for the first nine months this year of 448 mil- 
lion pairs, a gain of two per cent, were equalled by com- 
parable gains of three to five per cent at retail. Inven- 
tories are reported at normal levels. 

Shoe styles for spring ’57 are the smartest and most 
salable ever shown by manufacturers. 

Shoe values are outstanding, as cost increases for labor 
and virtually every shoe component have been absorbed 
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by JACK M. SCHIFF 


President, National Association of Shoe 
Chain Stores; Co-Chairman, Popular 
Price Shoe Show of America. 


Continurnc growth and expansion can be anticipated 
for the shoe chain store industry in the first half of 1957. 
Increases will not be spectacular and in the opinion of 
most companies dollar sales ranging up to 5 per cent 
above the comparable 1956 period are a reasonable ex- 
pectation., 

Easter will fall three weeks later than it did in 1956. 
It will be recalled that most of the shoe stores in the 
country lost pre-Easter business in 1956 as a result of 
extremely unfavorable weather conditions. With Easter 
coming three weeks later than it did it is probable that 
even though spring selling will start a little later than it 
did in 1956 weather conditions will be more conducive 
and that total pre-Easter business will run ahead of this 
year’s experience, 

Certainly growth, expansion and development are very 
much the key words in the styling and design of footwear. 


[TURN TO PAGE 112, PLEASE] 
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First Half of 57 Promising 
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Year of Growth... 
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of Spring-Summ 


Shoe Fashions for the Coming Season Have Been 
Coordinated with Apparel and Will Reflect the New 


Look in Silhouette, Color, Pattern and Texture. 


by ESTELLE G. ANDERSON 


Researcu, study, forecast, production and distribution 
—that’s how a season’s new shoes come into fashion focus. 
About six months before the PPSSA show gets under way, 
the various committees representing men’s, women’s and 
children’s shoes in the popular price field meet to consider 
and evaluate all the influences that touch upon shoes and 
their making. They then submit their findings and recom- 
mendations. On display at the New Yorker and McAlpin 
Hotels, as well as in the manufacturers’ own showrooms 
during the PPSSA show, November 25 through Novem- 
ber 29, will be the styles and patterns that have resulted. 
For the fashion interpretation, Helen Joseph, PPSSA 
shoe coordinator and Doris Weston, PPSSA fashion direc- 
tor, have emphasized that women’s and children’s fashions 
for spring and summer 1957 will reflect a return to the 
modes of the Second Decade. Softness is the one influence 
which typifies this trend, applying to colors, fabrics and 
silhouettes. Fabrics for spring reflect the same feeling with 
softest chiffons, cotton satin and tissue voiles, pussy-willow 
silks, muted effects in brushed suitings or fleece faced coat- 
ings. Renewed interest in crepe-de-chine, silk and serge, 
cottons with delicate open work or lacy backgrounds, much 
eyelet embroidery and many nostalgic patterns including 
ribbon-stripes woven in 18th century French florals, tone 
on tone cotton brocade. 
; [TURN TO PAGE 114, PLEASE] 


Fiddle and scoop wedge heels 
are also important — especially 
in suburban types. 
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Provincial themes ap- 
pear in trims, color 
and ornamentation. 


Soft sandal casi 
light, airy, flexible. 


Straw will be impor- 
tant in men’s, wo- 
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shoes, especially in 
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Classic spectator in new line 
and treatment. Lower heel. 






















The Spring Fashion Picture 


GREATEST SEASON 
FOR DRESS FLATS 


by JAY BALL 


Chairman, Women’s Casuals and Dress Flats 
Committee 





Dress flats should have their biggest 
spring season with skimmers, new ver- 
sions of sweater pumps and pattern 
pumps leading the way. Close behind 
will be sandalized patterns which have 
been gaining momentum for several 
seasons and should account for a 
greater share of volume this spring and 
summer. Simple bare sandalized flats 
will start early and carry through for 
the entire period. 

Lasts are getting a lot of attention 
and there is a definite trend to the 
narrow toe which gives the elongated 
look. Along with this trend we will 
see more unusual heel shapes than ever 
before (from 4/8 to 14/8 heels). 

Interest in textured or dimensional 
leather is increasing with corkette and 
pig showing the most promise. Punch 
pig could be a dark horse and should 
be watched, 

Don’t forget slashed calf! This 
treatment will have important fashion 
significance. 


As usual, black will be the number 
one color family followed by beige to 
tan. 

Casual wedges produce good volume 
in spring and summer and this season 
should be no exception. The greatest 
increase in the wedge category will 
probably be from 2/8 to 8/8. The 
backless silhouette on high wedge 
should continue strong and, along with 


94 


slings and sandalized treatments, 
should produce good volume. 

Spring and summer ’57 will bring 
a greater variety of materials in wedge 
types and with better shaping and 
lightening, the wedge can be brought 
back to prominence in the fashion 
picture. 


A TREND TO 
“CLOSED UP SHOES” 
by NAT SCHIEBER 


Chairman, Women’s Dress Shoes Committee 





The fashion picture for spring and 
summer 1957 will be quite varied. 

It is evident that there will be closed- 
up shoes, as well as open women’s 
footwear. The tendency toward the 
closed toe, closed back, trimmed and 
tailored pump will definitely continue. 
But also there is a definite acceptance 
of the backless shoe. Whether with 
spring-o-lator or otherwise, the back- 
less shoe is continuing in importance. 

Combination shoes, because of the 
use of textured leathers such as broad- 
tail, chinchilla, and celtics, should 
gain in importance. Patent leather is 
expected to have its greatest of all 
seasons. The beige tones, such as 
Wicker, Flax, and White Bark, will 
continue in importance. Gray is a 
fashion interest color. Whites promise 
to have a banner season. 

Reds and blues should continue to 
hold their present volume. Pastel 
pinks and blues will be of far less im- 
portance, with turquoise, melon, and 
yellow being the good promotion 
colors. While the round throat pump 
is nationally the No. 1 outline, other 








throat lines are being accepted, such 
as the Low Shell, the Peak, and the 
Square throat. Heels will continue 
slim in all heel heights and there is a 
steadily increasing importance of :nid- 
height heels. The narrower toe lasts 
are well established and will continue 
to gain in acceptance. 


SOFTNESS, FLEXIBILITY, 
THE SLEEK LOOK 
by M. H. REESE 


Chairman, Men’s Shoe Style Committee 





The one definite and outstanding 
theme in men’s dress shoes for spring 
1957 is lightness, softness and flexi- 
bility, plus smart sleek looking patterns 
and lasts. 

The Continental influence has defi- 
nitely been effective, and particularly 
so since manufacturers in this country 
have given the shoes an “American 
Look.” 

Most prominent in the pattern field 
are new sleek looking two and three 
eyelet effects; and more interesting de- 
signs in the ever increasingly impor- 
tant slip-ons. 

In the over-all picture the types of 
shoes referred to are best in smooth 
black calf; although there is growing 
interest in soft morocco prints and 
shrunken effects in these same styles. 

Men’s casual footwear will have its 
biggest season ever; and it seems that 
at last the shoe industry is going to 
catch up with men’s casual apparel and 
is going to give the public a wide 
choice of styles, colors and leathers to 
complement the leisure wear that is so 
popular, 

These casual shoes will be made out 
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of unlined glove leather and new soft 
nap finishes. All these are flexible and 
lightweight, cleverly designed and very 
colorful. They are perfect for extra 


pair sales. 


A VARIED PROGRAM IN 
GIRLS’ SPORTS 


by GEORGE NACHT 


Chairman, Women’s Sports and Welts 
Committee 





Maid 

Loafers continue strong. Ties are 
expected to make gains. Classic sad- 
dles should hold their own. Light 
weight Compo or Littleway saddles 
started out well sectionally and are 
growing at a very fast rate and this 
category will probably be the number 
one best seller next spring. The best 
color is black and white and the second 
is gray and white. Gore sweater top 
lines and mud-guard effects continue 
to stir some interest. 

Glove and soft tannage leathers will 
continue to account for volume, Im- 
portant colors; black, charcoal, light 
gray, Indian tan, butternut, smoke, 
white, 

Buffed pig grains, with small 
punches should be very important. 


Velvety, napped surfaces such as 
buck are expected to develop. 

White buck and classic styles such 
as U throats and loafers continue in 
volume. White in all materials is ex- 
pected to make biggest gains in many 
years. Black continues to increase. 
Brown and red continue to decrease. 
Pastels have very limited acceptance. 
Straw is a new promotional material 
for sport shoes, 
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Sail cloth and poplin are expected 
to have a little more importance. 
Because of the development of light 
treatments and light construction and 
because of the new “light look” in 
styling, soles will be most important. 
In suburban types, 10/8 to 12/8 
wedge heels should continue to gain 
ground in glove leathers with crepe 
soles. There is a trend toward lighter 
weight, dressier types, mainly with 
slab soles on the slightly higher heels. 


CHILDREN’S SHOES 
FOLLOW ADULT STYLES 


by WILLIAM WADDELL 


Chairman, Children’s Committee 





As has been the case for some sea- 
sons past, style trends in juvenile foot- 


. As Style Men See It 


wear are ever more closely paralleling 
the big fashion news in adult footwear. 
Manufacturers and retailers who have 
understood this thoroughly and have 
had the courage to plan accordingly 
are enjoying highly satisfying sales. 
There is every reason to believe that 
extra pairs of shoes are being sold to 
the juvenile trade to an unprecedented 
degree. 

The news making trends in women’s 
shoes are textured leathers and more 
tapered lasts. Both these ideas should 
be reflected in children’s shoes for 
spring and summer 1957. 

Loafers and casuals will be textured 
as never before. Glove leathers will 
gain much ground as an expression of 
softness and lightness. The pump will 
be the dominant silhouette for girls’ 
and misses’ and the swivel strap, al- 
ready established as a major pattern, 
will continue its importance. 

White will be better than ever. It 
will be important, as well, combined 
with pastels or with patent leather. 

Interest in saddles in a wide range 
of new looking patterns and treatments 
is on the upgrade. A trend to watch 
is slip-lasted playshoes in more open 


back types. 


Fashion Trends and Predictions of Things to Come in Men’s, 


Women’s and Children’s Shoes for Spring and Summer, as Seen 


Through the Eyes of PPSSA Style Experts. 





ALFRED MORSE 
CO-CHAIRMAN 
Fashion Committee 





MYER SAXE 
CO-CHAIRMAN 


Fashion Committee 
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a sensational NEW seller 


poi DEGREE ANGLE 


D’ Scholls 
Mootric 
) FOOT MASSAGER 


v7) 








Allows the Feet to Rest Naturally, 

Comfortably, WHILE THE USER 

RELAXES and Enjoys Highly 

Beneficial Professional-Like 
Massage! 














mended for aiding 


ee net 
1. Poor circulation aii WHIPS UP CIRCULATION TO HELP 
2. Numbness i” wes / DISPEL FATIGUE POISONS 
itis in legs ; nd 96 SPEEDILY 
eer pritic-like foot ° / RELIEVES TIRED, 








.. ond ort 
4, Rheumatic ° ACHING FEET AND 


SORE MUSCLES 


SOOTHES RASPED 
NERVES IN FEET DUE 
TO EXERTION 


RESTS, RELAXES, REFRESHES, 
REVITALIZES THE FEET 


Dr. Scholl’s Electric Foot Massager now makes pos- 
sible daily foot massage for millions right in their 
own homes while they relax! 


7 Out Of Every 10 Adults Need It! 


Massage is a universally approved method of treatment for 
improving circulation and muscle tone. It is recommended 
by Physicians, Chiropodists and Orthopedists. 


DUAL MASSAGER, Retail each $16.95 
Wholesale, dozen ............ $135.60 
YOUR PROFIT $67.80 


Individually packed in 4-color display con- 


HEAL tainer. Six to a shipping carton, including 
Foor TH COUNCIL two each Pink, Green and Ivory White. 


and U.L. Beautiful soft colored baked enamel finish. 
To display them is to sell them. 


THE SCHOLL MFG. CO., Inc. . 213 W. Schiller St., Chicago - 62 W. 14th St., N_Y. - 3223 East 46th St., Los Angeles 
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Credit selling getting serious attention by retail 
shoe business. As everyone knows, credit buy- 
ing now an American institution. Consumers 
obviously like it, want it. That’s what’s worry- 
ing some shoemen. Some report a portion of 
their local business moving to department and 
apparel stores where credit plans are in opera- 
tion .. . where consumers can budget purchases 
conveniently. 

Traditionally, retail shoe business has disliked 
credit selling. Chief reason, too much bookkeep- 
ing involved. And in past, risk factor also sty- 
mied interest. Same feeling existed among many 
other retail businesses. Now views are changing. 
Formerly, credit considered a retail service. Now 
regarded as a promotional and _ sales-building 
force. 

Some surprising retail enterprises now going 
into time-payment plans. Variety or “five-and- 
dime stores” such as J. J. Newbury and W. T. 
Grant (the latter sells shoes). They’ve been see- 
ing some of their business shift to competitive 
charge-it stores. Hardware stores, drug stores, 
apparel stores are among others going into the 
charge-it program. More shoemen are now ask- 
ing, “Why not us, too?” 

Risk factor no longer important. Modern con- 
sumer is excellent credit risk, figures show. So 
much so that more stores now adopting “revolv- 
ing credit” plan wherein the consumer is “per- 
manently” on credit—that is, can keep making 
payments while making additional purchases so 
long as standing debt doesn’t run over specified 
amount, say $100. Customers charged a fee for 
the service. But it spurs lots of impulse buying 
or “extra” sales. 

No actual figures yet on how much shoe business 
is shifting from no-credit shoe stores to charge- 
it stores. But some shoemen, especially in larger 
cities, say they “know” some movement is taking 
place. Don’t be surprised if a major shoe chain 
blossoms out before long with a credit-buying 
plan—and is followed by others. If this happens, 
as some think it will, independents will likely do 
the same. Pertinent comment by one shoe buyer: 
“Credit buying is now an established force in 
retail marketing—and a growing competitive 
force for shoe business. I don’t think we'll be 
able to buck or resist the trend much longer.” 


One of the big topics of talk at the National Shoe 
Fair in Chicago was the full-page institutional 
“ad” in the Chicago Tribune, which led off with 
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the big headline, “Life Begins With A Good Pair 
of Shoes—And Over Your Lifetime You'll Buy 
and Wear 250 Pairs of Them.” Directed to thé 
general public, the ad paid tribute to the visit- 
ing 20,000 shoemen and why they were there. 
Then came an educational presentation called 
“Your Shoes—A Short Story You’ll Long Re- 
member.” 

Ad was run as a public and industry service by 
the Boot and Shoe Workers Union, cost the union 
an estimated $7,500. Other than the signature, 
no mention of labor or labor unions was made 
in the story. The union reports that since the 
ad appeared it has been receiving “hundreds” of 
letters from consumers from the Midwest area, 
and from many shoe manufacturers and retailers 
—all in praise of the public service rendered. 


Do higher incomes mean more spending on 
shoes? This age-old question may be partly an- 
swered by recent study made by Wharton School 
of the University of Penn., showing consumer 
spending habits of urban income groups. Shoes, 
though not mentioned specifically, are part of 
clothing category listed. This is what the study 
finds. 
The higher the income the greater the expendi- 
tures for clothing (and shoes). This spending 
may take one or both of two forms: Buying bet- 
ter quality or higher-priced shoes; or buying 
more pairs of shoes. End result in either case 
is greater expenditure for shoes. For example, 
families earning $1000-$2000 spend 9.2 per cent 
of their income on clothing, as compared with 
13.5 per cent paid out by families in the $7500- 
$10,000 group. 
However, this is significant: as income rises, per 
cent of spending going for clothing increases at 
slower rate than spending for non-basic items. 
For example, the increase between the above 
two groups amounted to 47 per cent. But for 
the same two groups the increase difference of 
spending going for recreation amounted to 89 
per cent. In short, as income increases, the rate 
of added spending is greater for “luxuries” than 
for basic products or services. 
This is chief reason why shoes have been getting 
a smaller share of the consumer dollar in recent 
years. While more dollars being spent for shoes, 
and more pairs being bought, the rate of increase 
for such spending has been less than the rate of 
increase in incomes. As more money becomes 
[TURN TO PAGE 102, PLEASE] 
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BREZNER 


( who ce? ) 


For leathers with a flair... 
Better Buy Brezner 





introduced a luxurious 
shadow-tone leather 
. . . equal to the best of 
the Continental textured 
leathers . . . at a fraction 
of their costin... 
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ae THE LEATHER WITH THE 
CONTINENTAL TOUCH 





@ Smooths and Elks in Kips, Extremes and Sides 
@ Finished Splits 
@ Chrome Soles 


@ Suedes and Roughies . . . in blacks, whites 
and colors 


These “fashion right” leathers can be © Coze Linings 

, : , @ Finished Linings 
seen in many lines at the Popular Price 
Shoe Show in New York. 


The BREZNER DIVISION of ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
“Fashion Right" Leathers from our Tannery, Penacook, New Hampshire 





ST. LOUIS, MO. CINCINNATI, OHIO NEW YORK AND PENN. MIAMI, FLORIDA ORIENTAL EXPORT 

1. B. Avery Co. John A. Spille Co. Homer Beor Jack G. Mendelsohn Liebman & Cumming 
MILWAUKEE, WIS. ROCHESTER, N. Y.. LOS ANGELES, CALIF. San Francisco, Calif. 
Harold |. Stewart John E. Graham & Sons Russ White Co. 


Handbag Representatives New York, N. Y., Chilewich Sons & Co. 
Representatives in All the World’s Leading Leather Markets 
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Boston Sales Reverse 
Upward Trend 


BUSINESS in Boston’s shoe stores and 
departments, after showing an increase 
during the first two weeks in October, 
met a reversal of the upward trend 
during the last part of the month and, 
although totals for the four weeks were 
slightly ahead of last year, they did not 
live up to earlier expectations. 

Weather conditions, for a change, 
were not blamed. Some shoe men 
theorized that the nearness of the 
national elections had had a deterring 
effect. Others thought that women had 
bought all the shoes they felt they 
could afford for the time being. A 
slight increase in the percentage of 
returns also was mentioned as having 
cut into volume. 

Pumps, both the sweater type and 
the conventional patterning, have been 
selling well in the Thayer McNeil store 
at 47 Temple Place. In colors, black 
has been producing the most volume, 
as it has during the fall season to 
date. There has been a call, also, for 
Navy blue and medium browns. October 
as a whole showed figures better than 
those of last year by a fair margin. 

Black and the brown usually refer- 
red to as “ginger” were reported to 
be the leading colors at Plotkin Bros., 
364 Boylston Street, in the Back Bay 
district. Black shoes sold well, it was 
said, both in suede and smooth leathers. 
Pumps with V-throats and folded 
vamps were said to be good, as were 
halter backs carrying higher heels. 
Business was reported to be “slightly 
off” from this time last year. 


The shade of brown known as Briar- 
wood was reported second to black in 
the color demand at R. H. White Corp., 
Washington Street department store. 
Navy blue was third and, although 
red has fallen off somewhat, some calls 
were reported in the closing days of 
October. Both suede and smooth black 
were included in sales of that color. 
Blue was reported selling mostly in 
suede for wear with blue suits which 
have sold ‘well in Boston all during 
the fall. While this store was one of 
the many which found that sales had 
decreased during the last two weeks 
of the month, it was estimated that 
total sales for October were even 
with to a bit better than, in 1955. 
Pumps continued to account for the 
major portion of business done. 


Briarwood also was reported as a 
good seller at the high style Kays-New- 
port store at 424 Boylston Street. 
Black, however, continued to be in the 
lead. There was also found to be an 
increase in demand for women’s 
casuals, many of them the loafer types; 
and a surprisingly early demand was 
being experienced for shearling-lined, 
over-the-stocking boots. This store re- 
ported that October business had been 
well ahead of last year. 


Sales of Navy blue were found to 
have dropped off to some extent in the 
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gain in members of the light brown 
family—ginger and others. Here, too, 
however, black continued to be the 
favorite. Business, it was said, was 
“a little off.” 

Fall business as a whole was said 
to have been good at the Curtis Enna 
Jettick Shoe Store, 133 Tremont 
Street. Both open and closed toe pumps 
had sold well in black suede, brown 
suede and smooth Briarwood. A good 
demand was noted also for an unlined 
light-weight wedgie pump in black, 
brown and taupe. The week ended 
October 27, it was reported, had showed 
a gain of 20 per cent over last year 
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4926 Maryland 





Daily 9:30 to 5:30 
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his or her name 


Our exclusive new version of our name-slipper 
an indoor shoe for youngsters, personalized 
with first names printed in gold leaf on the 
removable strap. Elk leather: pink with light 
blue, red with navy, or navy with red; 6-12 
sizes, 4.50; 13-3 sizes, 4.95. Name limited to 
six letters, Children’s Shoes. Second Floor 


Mail and Phone Orders. Sorry, no 
returns or exchanges 


Saks Fifth Avenue, now in St. Louis, pro- 


Sterling Shoe Store at 51 Temple motes a personalized children’s indoor 


Place, a loss compensated for by a 
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slipper at $4.95. {2 cols.) 
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but it was not expected that October 
as a whole would show the same gain. 
It was predicted that the fall season 
would end with perhaps a ten per 


cent increase. 
* + * 


Business at High Level 
in San Francisco 


BUSINESS has continued to hold at a 
high level in San Francisco during 
October. Retail shoe sales have been 
averaging about three percent above a 
year ago with both unit sales and total 
volume showing an increase. 

Part of this increase can probably 
be attributed to the stepped up adver- 
tising and promotional programs of 
some of the leading shoe merchants. 
The advertising lineage has been run- 
ning considerably above normal. This, 
of course, makes competition keener, 
but it also makes the buying public 
much more shoe conscious. 

Women are being made more aware 
of the wider choice in both toe and heel 
styling. As an example, Sommer & 
Kaufmann showed the toes only of six 
shoes stretched across the top of an 
advertisement, each toe differently dec- 
orated. In a similar vein Macy’s fea- 
tured a variety of little heels. C. J. 
Baker, Byron’s, City of Paris, The 
White House, and other merchants also 
featured toe-and-heel styles in at- 
tractive displays. 

One facet of this styling is that mer- 
chants are being required to carry a 
larger variety of merchandise and 
larger stocks in order to meet the com- 
petitive promotions. If one merchant 
gives his customers a wide variety of 
heel and toe designs from which to 
choose, then the others are forced to 
do the same thing. 

Black is the most popular color here 
now in suedes, calf and patents, al- 
though other dark colors are also mov- 
ing well. 

Men’s and children’s shoes have also 
received some good promotions with the 
emphasis on utility and comfort. 

* + * 


New Shopping Center 
Units Open in Chicago 


FAL shoe buying has about run its 
course in Chicago and early winter 
trends are beginning to set in. The local 
retail scene has been enlivened this past 
month with the opening of a number of 
new suburban and outlying shoe de- 
partments in new shopping centers. 
Marshall Field & Company, Carson 
Pirie Scott & Co. The Fair, and 
Maurice L. Rothschild all included com- 
plete shoe departments in their new 
stores. O’Connor & Goldberg and other 
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units plan early openings also. This 
places increased emphasis on this new 
specialized type of shoe retailing. 

The black pump has outstripped all 
other types as the shoe of the year thus 
far, with more and more sales going to 
the narrow toe, slim heel version. How- 
ever, there are many variations in 
silhouette, decoration, and fabric. It is 
not a mundane opera pump season by 
any means. The pencil slim heel is fa- 
vored, but in many versions. Calf has 
run ahead of suede all geason and now 
continues to gain in sales. Black has 
also been bought in cobra, satin, and 
ripple cloth. Black patent is now com- 
ing up fast. The open shoe is still im- 
portant however, particularly for eve- 
ning and very dressy occasions. Gun 
metal patent will evidently add to the 
patent sales volume for dressy shoes. 
An early opera opening in Chicago 
showed vinyl] still important in the 
evening shoe picture. Dressy black 
suede shoes also carry interesting orna- 
mentation either in large buckles and 
bows, or in some newer versions of 
wraparound treatment in the vamp of 
the shoe. 

The early Thanksgiving this year 
poses some problems in launching of 
pre-Christmas promotions. However, it 
is expected that some slipper and gift 
accessory promotions and advertise- 
ments will appear the week-end follow- 
ing the holiday and increase in a 
crescendo presentation. The next few 
weeks will also see early resort and 
cruise presentations. Several complete 
shoe windows, once unheard of in this 
part of the country, will appear along 
State Street and Michigan Avenue. This 
has become an important phase of early 
winter merchandising. 


* * > 


Cooler Weather Warms 
Denver Sales 


SHOE retail business in the Denver 
area has pulled a “switcheroo.” October, 
usually a peak month, was slow—not 
because of over-all economic conditions 
and a pending national election—but 
because of continued hot weather. No- 
vember has opened in a retail whirl. In 
fact, with the advent of cooler weather 
in late October, customers began to 
swarm to the stores. Retailers, in gen- 
eral, are optimistic over prospects for 
the last two months of the year and 





believe that when the Christmas holi- 
day season is ended, figures will be 
much higher for 1956 than for the pre- 
ceding calendar year. 

A shoe division in a leading depart- 
ment store said that its fiscal year 
ended October 31 and showed a 2214 
percent gain over the preceding fiscal 
period. While Tenth Federal Reserve 
District figures of weekly department 
store sales showed Denver off five per- 
cent for the four weeks ending October 
18, they showed a plus five percent for 
the period from Jan. 1 through October 
13. The district as a whole was off three 
for the same four weeks (again in the 
states that were hotter than normal 
through October) but up one for the 
first 914 months of the year. The Denver 
figure is not as bad as it appears, 
several retailers pointed out, for two 
new suburban shopping centers have 
opened in the past year and this has 
spread out the business. 

The leading men’s shoe store. re- 
ported unusually brisk business start- 
ing about October 20. Cordovan has 
been the best-seller in the $29.95 class, 
although business has been good in any 
cordovans from $16.95 to $29.95. Den- 
ver is a wing-tip and plain toe city for 
the men and these styles have been 
most in demand. Black is a leader, par- 
ticularly in the light, soft beaver grains 
for dress. In the younger classifications, 
desert boots are far outselling buck 
shoes at $12.95. At another leading shoe 
store, a best-seller has been the Mile- 
Hi cord ranch boot, a three eyelet tie in 
sand and brown corduroy leather and 
in maple softie and black softie grain 
leather at $14.95. Still another men’s 
and boys’ shoe shop reported unusual 
success in a father and son casual shoe, 
natural buck Jelly Roll loafers with oak 
soles selling at $10.95 in the men’s sizes, 
$8.95 in the boys’ sizes. These have also 
been popular in tan and black calfskin. 

A women’s salon in another depart- 


ment store said that its October busi- 
ness was above that of last year for it 
had participated in the store’s anni- 
versary sale with a 20 percent discount 


sale on some lines of women’s shoes. , 


Then by October 25, the holiday trade 
had started briskly, with more open 
shoes, vinyls, halters, slings and san- 
dals in demand. Broadtail is “terrific,” 
two women’s shoe retailers declared, 
and added that textured leathers will 
grow in demand. While black polished 
calfskin and black suede have been the 
best sellers through the fall in pump 
styles with high, slim heels, briarwood 
has been very good also. Sneak colors 
are proving to be Wedgwood green, 
vanilla and Mayfair, a kind of gray- 
toned cocoa color. Alligators and other 
reptile shoes and matching bags have 
been selling steadily. 
+ i He 


Good Fall Business 
Reported by N. Y. Stores 


Many of the shoe merchants in New 
York report that they are having one 
of their best fall seasons. There were 
days when weather or national events 
were important influences in accelerat- 
ing or slowing shoe business but in the 
main, traffic has been good and consum- 
ers have been interested in the new 
shoes. Generally, retailers indicated 
that they had “made” their figures for 
last month and that prospects are for 
good business ahead. Colder weather 
and the holiday season are expected 
to spur business. 

There has been no particular change 
in consumer preferences either as to 
color or styles. In women’s shoes, black 
in suede, smooth and textured leathers 
has been in first position and pumps 
are, by far, the most popular style. 
Some of the retailers reported that 
calls for town brown have started much 
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Btadexmoiselic’s show of shoes 


Coming or gong — Mademoiselic's litle black chelle mabe 4 leshionsble impression everywhere And they will 


be presented Monday ond Twesdey, downtown, by Mr Rese, Mademoi. 
enlle's (eshion consultant Added incentive if there 0 special pew you desire 
that is not in our regular stock, we will be gled 
to order it specially for you 
ee ey 





White space is especially effective in newspaper advertising. The Bon Marche, 
Seattle, uses it here for a fashionable presentation of Mademoiselle's "little black 
shells.” "Mr. Rose, Mademoiselle's fashion consultant,” to be on hand. (half page) 
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THE BEST IN VIEW..... 


King Bee 
MEN’S 
SLIPPERS 
AND 
SANDALS 


YOU'LL WANT MORE THAN A TELESCOPIC 
VIEW OF KING BEE’S SPRING LINE OF 
SANDALS AND SLIPPERS; YOU'LL SEE 
NONE BETTER. MORE IMPORTANT, YOUR 
CUSTOMERS NOT ONLY LOOK FOR KING 
BEE BUT SNAP THEM UP AS FAST AS YOU 
CAN STOCK THEM. KING BEE SLIPPERS 
FEATURE BILTRITE NURON-FLEX AND 
NURON CREPE LIGHTWEIGHT SOLES. 


WRITE FOR 
YOUR FREE CALENDAR 
FEATURING THE LUSCIOUS KING BEE GIRL 





KINGS FOOTWEAR COMPANY @¢ 47 WEST 34TH STREET; NEW YORK CITY 
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fashion fabrics 
for finest foc 














Kickerinos 
courtesy 
The Hampton Corg 









elegant new 


Fd: Sone. fabric 


Tz 
B 


LUXURIOUS CUFF TRIM by BORG brings a smart note to 
fashion-famous Kickerinos. So practical, so protective, yet so 
completely feminine, ““Frosti-Tone” trim is available 
with guard hairs in alluring hues of Grey or Brown to | 
provide delightful color accent. Warm? Indeed! And light 
in weight to assure foot comfort. Remember the | 
name “Frosti-Tone”, it’s Borg’s newest...for your very finest. 


files Y Whi fulei wae yours “day 


BORG FABRIC DIVISION 


The George W. Borg Corporation « Delavan, Wisconsin 
In Canada ... Borg Fabrics Limited + Elmira, Ontario | 
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[CONTINUED FROM PAGE 97] 


available to families, they tend to 
spend more of it for things they 
couldn’t afford before. Clothing and 
shoes get 8 per cent of the consumer 
dollar after taxes, according to the 
Commerce Dept. And shoes alone ac- 
count for about 1.5 cents of the dollar. 
Prewar, it used to be about 2 cents. 


You think competition today is tough 
for shoe business? It’ll be a lot tougher 
ahead, according to Malcolm McNair, 
noted Harvard Business School econo- 
mist. He says a marketing and retail 
distribution “revolution” is sweeping 
upon us. And it’s this: Production ca- 
pacity has moved at a much swifter 
pace than has distribution. For ex- 
ample, the shoe industry today can 
turn out an estimated 850 million 
pairs if necessary—but at retail we sell 
fewer than 600 million. This puts pres- 
sure on shoe manufacturers to see that 
their shoes get sold so that near-ca- 
pacity output is maintained and losses 
from semi-idleness are cut. This ap- 
plies to most industries. 

So obvious pressure is applied to dis- 
tribution as new techniques step up 
production efficiencies to increase out- 
put capacities. This has already re- 
sulted in some by-passing of regular 
retail channels—breaking the dikes of 
fair trade, exclusive franchises, etc. 
Unorthodox channels such as discount 
houses gain foothold. The unorthodox 
of today becomes the conventional of 
tomorrow. There’s growing acceptance 
of the concept that high volume and 
fast turnover at lower markup is bet- 
ter than the traditional patterns. Note 
the use of this concept—and its ex- 
panding success—as used by the shoe 
chains. 

McNair says we’re going to see more 
and more distribution through “unor- 
thodox” types of retail outlets. For 
shoes this could mean supermarkets, 
converted warehouses, etc. Hardware 
items needn’t be restricted to hardware 
stores—nor shoes to the shoe store. The 
discount house’s popularity with con- 
sumers has opened marketing eyes to 
the fact that consumers will buy al- 
most anything anywhere provided in- 
centives are provided. This trend in- 
tensifying, says McNair. For shoe 
business it could mean a new and 
tougher kind of competition. 





Designer to Air Techniques 


New York—Grace Powell, leading 
American shoe designer and fashion 
promoter, will discuss the techniques 
involved in creating and merchandis- 
ing advanced women’s shoe fashions 
at the New York City Community 
College, 300 Pearl Street, Brooklyn, 
8 P.M., Monday evening, November 19. 

Miss Powell will show how the fash- 
ion idea is created, executed and car- 
ried through to the final phases. 
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earlier than in previous years. 
Consistent advertising and special 
promotions by shoe retailers and de- 
partment stores have been instrumen- 
tal in attracting customers. Recently, 
Martin’s of Brooklyn ran an eight-page 
advertising section in the New York 
Post in which they featured the various 
brand names they carry. They high- 
lighted: “SHOE PROFILES .. . for 
Fall and Winter 1956-57... . FEET- 
UR-ing famous names in famous 
shoes. For casual, afternoon and late- 
day occasions. Just an outline of the 
many new and wonderful silhouettes 
we have in store for you.” Pumps— 
closed, sling, open toe, instep strap, 
etc.—were illustrated and copy pointed 
up: “A fair lady elegance. . . . Little 
heels with big appeal. ... Bright jew- 


els. . . . Shoes for every hour... . 
The pump story. . . . Perpetual motion 
pumps. ... The season’s favorite trav- 
elers. ... Shoes for children.” Results 


from this advertising section were most 
satisfactory. 

Men’s shoe selling has been good. In 
this category merchants have put the 
spotlight on weight, flexibility, fit, 
leather, color and pattern and the re- 
sponse has been encouraging. 

Retailers look forward to a continu- 
ance of good business and favorable 


figures at the year’s end. 
* o* * 


Philadelphia Likes 
New Fashion Trends 


SHOE merchants here are very well 
satisfied with the way business is pro- 
gressing. In the majority they feel 
that the new fashion trends of the 
season are well accepted. The new 
black broadtail pumps shown for the 
first time at the beginning of this sea- 
son have brought good results and 
have pleased a great many women who 
were looking for a novel and attractive 
change from plain black calfskin. 
Other “firsts” that have appeal are 


pumps in black or white metallic 
thread or lame, worn mostly for eve- 
ning wear to match cocktail gowns. 
With the busy holiday shopping 
hours about here, the appearance of 
many newspaper ads devoted to types 
of shoes suitable for comfortable walk- 
ing through city streets, is well timed. 
Stores that are known to spend a lot 
of advertising space on glamor shoes 
like Geutings, Dalsimers, Towne 
Shops, and others have used space for 
a range of these shoes from fully 
elasticized very low heeled pumps in 
calf and suede to tie fronts with crepe 
soles in black, brass, and white. Many 
other styles of calfskin walking shoes 
with tie fronts in black, blue, red, or 
tan have been featured. Brown alli- 
gator pumps are doing well wherever 
they are prominently displayed. Some 
stores have grouped an array cf dif- 
ferent styles in special displays with 


matching handbags with good _ re- 
sponse, 
Activity in children’s shoes has 


picked up since the first part of the 
season rush. Calls are for both school 
type shoes which include oxfords, 
strap-pumps, and loafers and party 
styles. 


* a * 


Warm Weather Cuts Into 
St. Louis Black Suede Sales 


KEYNOTE to shoe sales in the St. 
Louis area continues to be a steady 
satisfactory but unexciting pace. 

In women’s buying, black suede 
pumps have suffered as the direct re- 
sult of the city’s fine October weather, 
which brought one beautiful warm day 
after another in endless procession. As 
one downtown shop manager said, “If 
we don’t sell the black suedes before 
November Ist, we just don’t sell them.” 
And that has proved to be the case. 
Black calf pumps have jumped way 
ahead of suedes in volume, particularly 
because St. Louis women know that a 
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our own revolutionary new last: the Bon Point 
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Shoe Selon, Second Flooe 


Ity, really tapered. 
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! 
New York ouly. 


The new pointed toe gets a name at Bonwit Teller, N. Y.—Bon Point. "The look of 
tomorrow ... Really, really, really tapered. Shaped little important heel. Long, 
low lines. A designer's true forecast of fashion." (8 cols.) 


November 15, 1956 





Review 9 ue 


Retail Trad 















black calf pump is part of their basic 
apparel scheme four seasons of the 
year here, while black suede, devilishly 
dramatic in early fall, loses its appeal 
as the season progresses. 

There is considerable talk that deal- 
ers may be stuck with more black 
suedes than a few, since the warm Oc- 
tober did not help move them, and 
since dealer stocks of footwear in this 
material were reported everywhere as 
heavy in early fall. 

Bright wool apparel for women has 
been promoted in store windows and 
displays downtown, with bright navy 
footwear accompanying the blues. Rep- 
tile in both 17/8 and 23/8 heels, open 
toe, closed backs, are chalking up sales 
for many dealers catering to mature 
women of upper income bracket. In 
line with the strong fashion trend 
toward the narrow, slender, elongated 
look, one department store featured ex- 
tremely pointed toe closed reptile 
pumps with lowered straight side lines. 

Black broadtail in combination with 
calf is getting excellent response in St. 
Louis, especially in suburban stores 
and departments, where dealers report 
that women and career girls are favor- 
ing this texture combination with their 
black and white mottled tweeds. Holi- 
dav shoes sparkle in display, but are 
not moving in any sizable quantity. At 
least one dealer expects his more ele- 
gantly trimmed black suedes to pick 
up as a holiday item. 

Children’s departments and family 
type stores continue to sell replace- 
ments on four and five eyelet school 
ties and moccasin vamp slip-ons for 
young boys; one and two strap sturdy 
school slippers; mostly in red, for 
young girls; smooth black skimmers 
and saddle oxfords for pre-teens; and 
reversed calf loafers, kiltie fringe 
strollers, and saddles for high school 
girls. Sales of young people’s foot- 
wear reflect the growing importance 
of black as major color for youngsters, 
even down to the kindergarten set. 

Although a few mothers have bought 
the children’s rain boots for sloppy 
days ahead, sales as yet are negligible, 
since mothers traditionally wait, deal- 
ers report, to see from which “cousin” 
hand-me-downs will be forthcoming 
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price 
resistance 


you need the children’s line that meets the 
insistent demand for a GOOD %5 —-%6 SHOE 


get every feature of shoes selling up to $2 more per pair 





e Tackless Foreparts e Leather Insoles 

e Leather Linings e Tempered Steel Shanks 
e Selected Leathers e Proven Fit 

e Scientific Lasts e Smart Styling 










See the New Enlarged Blue Bonnet line in 
Rooms 516-518-520, Hotel McAlpin 


IN STOCK FOR IMMEDIATE DELIVERY 


CHILDREN’S SHOES 


BLUE BONNET SHOES, INC. MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASSACHUSETTS 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 


St. Louis 


SHOE manufacturers in the St. Louis area are beginning to 
ease themselves into a comparatively tranquil November 
groove, after a hectic month of October preparing spring 
footwear for the National Shoe Fair. 

For most producers a feeling of satisfaction prevails. 
Shoes in process now cover a transitional range of late fall, 
resort types and early spring shoes. A substantial business 
is anticipated for the season ahead. Initial orders are in 
and under way, with novelty types and patents scheduled 
for earliest delivery. In women’s shoes, volume in patent is 
expected to exceed last year’s record sales. Forecasts show 
patent big both alone and in combination with white suede, 
calf, broadtail and velutto. All this should add up to a 
bumper crop. 

Manufacturers of children’s shoes report that their pro- 
duction is still going strong and they predict that it will 
continue on a sound basis, judging from orders placed for 
shoes from in-stock departments as well as those for de- 
livery in the future. 

At least two producers of basic casuals in the low and 
medium price field indicate that they are catching up on 
production to the extent that five-week deliveries can be 
promised, with the hope that this can be reduced to a four- 
week span shortly. As one manufacturer laughingly said, 
“And to think that this time last year our factory was 
shutting down at least one day each week!” 

Despite expectations to the contrary, prices on Brown 
Shoe Company’s women’s brands “will remain the same 
for the spring 1957 selling period,” according to official 
company announcement following the sales meetings for 
women’s divisions, 


Los Angeles 


THE talk in local manufacturing circles is all about the 
new spring lines, but all the action is in re-orders. The fall 
and winter merchandise has been on display long enough 
now that holes have appeared in the walls and the reorders 
are flocking in to fill them up again. 

Production continues locally at a very high level. Sales 
have been very good and replacement of the winning styles 
will provide the necessary impetus to keep it going strong. 

In ladies’ fashions, the pump is the big winner as might 
have been expected. Much more covered-up both at toe 
and heel than in months past, the barefoot effect is being 
produced by cutting the throat very low. In some cases 
this is carried to an extreme; a very smart local matron 
was seen at the Beverly Hilton the other afternoon in a 
black luster pump, 23/8 heels, both toe and heel enclosed, 
but the throat of the pump was cut so low as to expose half 
the length of her toes. Worn with a dressy black worsted 
sheath suit, you could see the other ladies making mental 
notes and planning on a quick shoe purchase. 

For less formal occasions, manufacturers report strong 
re-orders on sling pumps, backless types, and spectators; 
the T-strap and walking types. The “different look” is 
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important here; the gayer and more colorful the decora- 
tion, the more likely she is to buy it. 

Men continue their fancy ways in shoes. Strong reorders 
are appearing for Roman cross-straps, shantung inserts in 
the vamp, one and two-eyelet Italian ties. Tasseled slip-ons 
seem to show no signs of diminishing in popularity. Light, 
flexible construction is a must; manufacturers say the bulk 
of their reorders on the heavier constructions come from 
campus shops. College men are the biggest buyers of the 
heavier cordovans, perf toes, wider tips and heavy soles. 
The business men like ’em light and breezy. 

Teen-age girls continue to be our most conservative 
buyers. Fancy shoes are all right for mother; she wants 
nothing but black, pink, or white flatties, sling pumps or 
penny loafers. A visit to any high school campus shows 
a uniformity of style that could only be exceeded by an 
Army post. Maybe someday the schools will issue clothing; 
all the kids wear such a standard uniform it would prob- 
ably be the cheapest way out. It must be discouraging to 
be a teen-age shoe designer; you can style things that are 
cute and different but the teenagers look at them and ad- 
mire them, then buy black flatties because “that’s what all 
the other girls are wearing.” 


New York State 


Suok manufacturing in New York is continuing at a satis- 
factory level in all the categories—men’s, women’s and 
children’s. The majority of the manufacturers returning 
from the National Shoe Fair in Chicago indicated that 
there had been lively interest in the new spring lines and 
good sampling as well. Prospects are for production activ- 
ity to remain at a high level. 

In Rochester many of the shoe manufacturers report a 
seasonal lull. Production has ranged from steady to quiet 
as factories have finished up the past season’s lines. In 
plants making women’s footwear the slackening of pro- 
duction has been somewhat greater than a year ago. 

While upstate shoe manufacturers are very much inter- 
ested in the reaction of retailers to styles shown at the 
recent National Shoe Fair, most producers in this area are 
more or less insulated from immediate effects of style 
changes. This is because these factories follow a middle- 
of-the-road style course in most cases and their leading 
numbers are generally based on styles which have already 
proved their value, either in the lines of higher style manu- 
facturers or in their own lines of a former season. 

Fall business of retailers is reported to have been en- 
couraging, undoubtedly helped by good weather. The 
larger Rochester stores pulled a good response to fall pro- 
motions and anniversary sales. 

Looking to next summer, some Rochester firms making 
children’s shoes are rather unhappy about the probability 
that the ever-increasing popularity of canvas and rubber 
shoes will further limit the market for leather footwear. 

During the past few years, manufacturers as well as 
retailers have usually taken the attitude that boys and girls 
want to wear canvas footwear and there is nothing the 
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Extra Services 
Sell Dancing Shoes 


lr the shoe retailer slants his store to sell a profitable 
volume of specialty dancing shoes he will find that offering 
something out of the ordinary in special services to cus- 
tomers interested in dancing will be his number one mer- 
chandising asset, according to William Pantuso, operator 
of the smart Pantuso’s Shoe Shop in Grand Junction, 
Colo. 

Pantuso sells an average of 600 pairs of ballet and tap 
dancing shoes per year in this smal] mountain slope com- 
munity, primarily because he has energetically promoted 
terpsichorean arts in every way possible. Because his is 
a “prestige store,” with typical prices for women’s shoes 
beginning at $16.95, Pantuso has been able to keep steadily 
in contact with “the best families” who are most likely to 
send their daughters to dancing school. “We went into 
this market more than 20 years ago,” Mr. Pantuso indi- 
cated. “From the very first we made an effort to locate 
dancing schools, to interest possible operators in setting up 
such schools, and to act as a clearing house for news be- 
tween dancing instructors, students, and schools. We have 
used direct mail, window display, and plenty of newspaper 
advertising in papers which cover the entire western slope 
area, to keep our turnover up.” 

In addition, there has been a Jot of “detailing” on Pan- 
tuso’s part. which consists of making “good will calls” on 
dancing schools, introducing himself, learning first hand 
of any trends in footwear which are likely to affect his 
inventory and demonstrating his interest to customers. 

Probably the most important physical manifestation of 
Pantuso’s cooperation is a permanent bulletin board, sus- 





pended on the wall of the store just inside the entrance. 
This carries the title “News of the Dance World.” On the 
space below are pinned announcements of school openings, 
recitals, parties, and other events. An innovation which 
has made the board particularly popular is a box, in the 
lower right hand corner, in which pictures of both local 
and world-famous dancers are shown, with the invitation, 
“Ask For Free Picture!” The Pantuso store usually has 
a stock of 8x10 photographs on hand, provided by cooper- 
ating dancing schools, and there has been a surprising 
demand for them, primarily among parents who plan to 
send their daughters to such schools later on. 

“The dancing shoe market hits its peak during October,” 
Mr. Pantuso said, “when outdoor sports and other activi- 
ties are closed for the winter months. During September, 
we usually sell around 25 pairs of ballet slippers. During 
October, sales jump to around 300 pairs of ballet slippers, 
and then through the rest of the winter we sell a steady 
flow of tap dancing shoes.” 

Despite the fact that many shoe retailers sell leotards 
and hosiery along with dancing shoes, Mr. Pantuso feels 
that he is a footwear specialist and that he has no business 
attempting to interpret the often changing styles in dance 
costumes. Consequently, the store sticks exclusively to 
footwear and in doing so has built up one of the largest 
turnovers of dancing shoes in all of Colorado. 





Did you know that when we shower a newly married 
couple with rice we are saying we hope they will have 
many children to purchase shoes for? And the throwing of 
old shoes after the fleeing couple reflects the ancient 
Hebrew and Egyptian tradition of exchanging sandals 
while changing authority. 
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A BETTER FIT... ONLY 4 SIZES TO STOCK 


Tingley Men's Sandal. Black $1.61 pr. 
Brown $1.75 pr. Pure Gum $2.35 pr. 
4 sizes fit shoes 62-13. Diamond grid 
non-slip sole. 







See Us Room 1107 
New Yorker 
PPSSA 
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Give your customer a perfect fit in light, 
comfortable, neat looking, stretchable, 
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[CONTINUED FROM PAGE 105] 


factories making leather shoes can do about it. 

And some factory executives admit that their own chil- 
dren wear sneakers all summer, Mothers are said to en- 
courage the practice, finding it convenient to throw the 
shoes in the washing machine when they get dirty. 

With the rubber manufacturers spending large sums to 
advertise this merchandise, makers of leather juvenile 
shoes are asking themselves what they can do about it. 

For a number of years shoe manufacturers have com- 
plained about the high cost of operating in New York 
State. Figures recently released by the Empire State 
Chamber of Commerce, Inc., confirm that the increase in 
the number of industrial workers in western New York 
State has been only a third of the increase in population. 
Industrial employment in the central part of the state was 
lower in 1954 than in 1947. 

Credit men convening in Rochester heard an officer of 
the largest bank in the city predict that general business 
will continue active for the next four to six months, with 
a moderate downtrend starting in 1957. 


Chicago 


EVIDENCE of some marked changes in shoe merchan- 
dising and distribution are on the horizon. They affect both 
manufacturers and retailers. Indications of what’s ahead 
put in their appearance at the National Shoe Fair. Most 
demanding is a revolution in distribution. 

Manufacturers may soon be forced to keep feeding new 
styles throughout the year—a few each month or six weeks. 
This does not mean that over all general lines won’t come 
out at the beginning of the season as they do now. But, 
more and more, retailers refuse to make large scale com- 
mitments 90 to 120 days ahead. They say they can no 
longer forecast customer buying preferences, nor can they 
finance heavy inventories. Style changes are too radical, 
too many. and too frequent. Customers want new ideas 
and new items, and these have to be promoted and fed to 
them frequently. The situation is likened to the ready-to- 
wear field. which now operates on a much shorter release 
period. The trend even concerns conservative styles and 
basics. Some arch type manufacturers have as many sling 
pumps as they do gypsy ties and gore shoes due to demand 
for style variation. The medium heel continues popular, 
despite the rise of the slim heel, with a demand for constant 
style turnover in this division. Increased prices in some of 
the quality arch type shoes have shifted some buyers over 
to casual shoes. Therefore, demand holds up and has even 





Mirrors Put Waste 
Space to Work 


MONTGOMERY, ALA.—A unique mirror arrangement 
is putting waste space to work in the women’s shoe de- 
partment of Loveman’s, in the exclusive Normandale Shop- 
ping Center here. 

In designing the new department, Matthew Harris, 
women’s shoe buyer, found several posts to be contended 
with, all supporting pillars which were spaced at odd 
intervals throughout the entire first floor of the luxurious 
suburban department store. Mr. Harris transformed the 
posts from “dead space” to an effective selling asset by 
the installation of two 2 x 2 foot plate glass mirrors, a 
few inches above the floor, at the base of each pillar. The 
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increased for casuals, with the same need for a constant 
feeding of new styles. 

It is understood by both manufacturer and retailer that 
the very nature of the shoe industry makes fulfillment of 
this need difficult. However, there are a number of leaders 
who believe it is inevitable and that the problems must be 
met. Consequently, many manufacturers are now consid- 
ering changed production schedules, revised promotion 
plans, and a more consistent emphasis on design depart- 
ments. 

The impact will be felt first in the women’s field. How- 
ever, it is also expected that it will also have a marked 
effect on production of both men’s and children’s shoes. 


New England 


WHILE it is obvious that the bulk of spring business will 
not be booked as early this year as last, largely because of 
the much later Easter in 1957, most New England shoe 
manufacturers are confident that orders, when totaled at 
the end of the year, will be found to compare favorably with 
those of 1955. 

This confidence has spread even to companies making 
women’s novelties and volume-priced dress shoes, a segment 
of the industry in which conditions have been spotty for 
several months. These manufacturers look forward to the 
Popular Price Shoe Show in New York to give them the 
additional business which many of them need. 

Manufacturers of medium and high grade lines returned 
from the National Shoe Fair in Chicago well satisfied with 
results. While buying, except in some instances, was not 
heavy, orders placed were at least as large as had been 
expected. These, added to previous backlogs, have put 
them in a comfortable position. However, the opinion is 
held by many that in-stock departments may have to be 
expanded to take care of the last-minute business expected 
when winter ends. 

Prices still pose a problem yet to be solved but whether 
at the PPSSA or later, is not clear. Comparatively few 
companies hope to be able to get an across-the-board hike 
and will content themselves with increases on only parts of 
their lines, probably not more than 25 per cent of the styles 
they make, at the most. 








angle of the mirrors is such that they reflect the feet of 
any person standing three or four feet away and provide 
extra space for checking footwear appearance which cus- 
tomers invariably appreciate. “Most customers, we have 
found, make a beeline for the mirrors on the posts, because 
of their convenience to the seating area,” Mr. Harris said. 
“The angle of the mirrors is such that people of almost 
any height can use them without stepping off a substantial 
distance away.” 

Along with the pillar-mounted mirrors, the Loveman’s 
women’s shoe department provides a mirror 5 feet long 
by 2 feet high at the base of each of a dozen wrought iron 
display racks, set here and there throughout the depart- 
ment. These, even though they are considerably larger 
and extremely prominent, are used much less than the 
smaller mirrors on the posts. 
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Shoes by 
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Inside Shoe Business 
[CONTINUED FROM PAGE 79] 


levels of sales performance? 

The answer is a resounding yes. 

The major share of the answer lies in 
one factor: fashion turnover. There’s 
so much conclusive evidence pointing 
to this that at least a half volume 
could be written on the subject. The 
reason men’s shoe business has _ re- 
mained virtually stationary in recent 
decades is because men’s shoes, style- 
wise, have remained almost stationary. 
The same applies to boys’ and youths’ 
shoes, also victim of sales paralysis in 
past years. These same youths, un- 
stimulated by shoe styling, are pre- 
conditioned so that when they become 
men they carry with them the same 
lack of enthusiasm about shoes. 

But now the big switch has come— 
and with it lies a genuinely bright 
future for men’s shoe business. The in- 
flux of many new types of men’s shoes, 
of new materials, of more daring col- 
ors and color combinations, of patterns, 
of shoes designed for specific seasonal 
and specific activity uses—herein is 
the birth of a new era. It is here and 
here alone that the opportunity lies. 
It’s now up to men’s shoe business to 
tell and sell this story inspirationally 
to America’s 57 million adult males. 


Uses Parakeets 
For Give-Away Prizes 


DoTHAN, ALA.—What sort of give- 
away prize will pull the largest num- 
ber of custormers into the store? 

The answer to that question is para- 
keets, according to Louis Cohen, owner 
of The Shoe Mart, family shoe store 
here. 

For several years, Cohen has been 
making regular use of drawing prizes 
to attract traffic to his sales and al- 
ways has taken “the offbeat approach” 
wherever at all possible. Consequently, 
he has gained a lot of experience in 
properly determining what sort of 
prizes will draw the most traffic. With 
a series of special promotions, Cohen 
has found nothirg that proved more 
effective in pulling store traffic than 
parakeets. During one month, for ex- 
ample, he gave away no less than 30 
birds, 15 on each of two weekends, all 
on a drawing basis. In each case, there 
were more registrations for the pet 
parakeets than for prizes worth many 
times as much in previous events. 

“Our theory in offering parakeets as 
give-away prizes is that this is an item 
which most people have considered at 
one time or another, but have done 
nothing about,” Cohen indicated. ‘‘Con- 
sequently, when the opportunity comes 
along to pick up a parakeet with a pair 
of shoes they grab at the chance.” 

Ordinary mimeographed drawing 
slips were used to award the parakeets, 
and a handsome silver bird cage with 
several of the birds was kept on display 
at the front of the store. 
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“Hot Cakes Never 
Sold Faster 


RIPPLE SOLES. 


THE GREATEST hes 
SHOE IMPROVEMENT 
IN 2,000 YEARS 


That's how fast RIPPLE SOLE shoes are selling! Manufacturers and retailers are most 

enthusiastic about this new development that’s proving such a terrific sales booster! 

For there's no ‘‘slow season”’ with this action-packed new sole. Every manufacturer, 

every retailer selling RIPPLE SOLE shoes is piling up EXTRA SALES, BIGGER PROFITS 
. every season, all season! Their only complaint: ‘‘We can't keep up with 

the demand!"’ 

GET YOUR SHARE of the $3,000,000 worth of Ripple Sole PUBLICITY in 


national magazines, TV and radio. 


Remember Only RIPPLE SOLES 


® Reduce foot fatigue by 
45% 

® Increase the stride six 
inches 

® Balance weight heel to 

toe 

Provide greater traction 


Meets every demand 
for style and comfort. 
Available for men's, women's, 
children's shoes. 








See them at Room 987 
Hotel New Yorker 
or write: 


Gz) Ripple Sole Division BEEBE RUBBER COMPANY 
NASHUA NEW HAMPSHIRE 
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BECKTOE 
has everything! 


An Outstanding soft box toe 
every smart step of the way. 
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SUBSIDIARIES AND AGENTS: 
SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin, (Milwaukee) 
Beckwith Box Toe, Ltd., Sherbrooke, P. Q., Canada 
Victory Plastics Co., Hudson, Mass. 
- | N "he Safety Box Toe Company, Boston, Mass. 
a AGENTS: Wright-Guhman Co., St. Louis, Missouri 
Dellinger Sales Co., Reading, Pennsylvania 
The Geo. A. Springmeier Co., Cincinnati, Ohio 


. Factory Supplies, inc., Milwaukee, Wisconsin 
203 Arlington Street - Watertown, Massachusetts EXPORT: Ralph S$. Wilder & Sons Co., Boston, Massachusetts 
Colin Bailey, Port Elizabeth, South Africa 


BECKWITH PRODUCTS ARE BACKED BY OVER 50 YEARS OF BOX TOE MANUFACTURING EXPERIENCE 
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PPSSA Program to 
Clarify Style Questions 


[CONTINUED FROM PAGE 89] 


format will again be repeated. This 
time another of the trade’s outstand- 
ing leaders, W. Maxey Jarman, Chair- 
man of General Shoe Corporation, 
will make the principal talk. In ad- 
dition, a Fashion Forum will answer 
provocative fashion and merchandising 
questions on spring and summer 
trends. The panel will consist of 
chairmen of PPSSA style committees 
plus additional manufacturing and 
retail members of those committees. 

Another fashion service feature 
which has proved extremely popular 
will again be offered at the PPSSA 
in the form of “sketch books” consist- 
ing of pads of shoe outlines which can 
be used by buyers and retailers to pro- 
vide them with a visual record of new 
shoe styles seen at the show. Thou- 
sands of these sketch pads have been 
distributed at previous shows in each 
of the five major categories of foot- 
wear. They will be available to all 
registrants at the forthcoming PPSSA. 

The improved and revised official 
directory of the show will also be is- 
sued to registrants. In its new form 
the directory will serve retailers as 
a product listing which they can use 
between shows in their own offices. It 
will, of course, continue to list all ex- 
hibitors alphabetically and by floors 
at the show itself. 


Functions Planned 


In addition to the PPSSA breakfast 
a number of other functions will be 
scheduled during the market week. 
They will include a press conference, 
presided over by the presidents of the 
two sponsoring associations, at which 
members of the press question the in- 
dustry leaders on economic prospects; 
the National Association of Shoe 
Chain Stores will conduct a meeting 
during the week, and the Joint Indus- 
try Committee of PPSSA will convene 
to review the show’s activities and 
determine policies of future programs. 

Approximately 1100 rooms at the 
two hotels will be used to display 
spring and summer footwear: Exhi- 
bits at the New Yorker will run from 
the mezzanine floor solidly through the 
16th floor with many manufacturers 
occupying suits above the 20th floor. 
The Hotel Sheraton - McAlpin will 
house branded and popular price lines 
on at least six floors. Display rooms 
and basic exhibit equipment will be 
available on Saturday morning, No- 
vember 24th, Exhibitors will be pre- 
registered so that they merely pick up 
their room keys on arrival. 


Joint Industry Committee 


Jack M. Schiff of Shoe Corporation 
of America, and President of the 
National Association of Shoe Chain 
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Stores, and A. W. Berkowitz of Bour- 
que Shoe Company, head of the New 
England Shoe and Leather Associa- 
tion, are co-chairmen of the PPSSA 
Joint Industry Committee which is re- 
sponsible for all policy decisions in the 
conduct of PPSSA. The shows are 
managed by Edward Atkins and Max- 
well Field, Executive Vice Presidents, 
respectively, of the sponsoring Asso- 
ciations. Other members of the Joint 
Industry Committee are: 


Retailers 


William M. Blackie, General Retail 
Corp. 

Simon Edison, Edison Bros. Stores, 
Tne. 

David W. Herrmann, Melville Shoe 
Corp. 

Morton R. Izen, Sears, Roebuck and 
Co. 
C. Charles Marran, Spencer Shoe 
Corp. 

Lawrence Merle, 
Corp. 

Alfred L. Morse, Morse Shoe Stores 


Endicott Johnson 


Milton Simon, I. Simon Company, 
Inc. 
George L. Smith, G. R. Kinney 
Corp. 


Manufacturers 


Harry A. Bass, Kleven Shoe Sales 
Co. Ine. 

James L. Forma, 
Footwear, Inc. 

Saul L. Katz, Hubbard Co. Inc. 

Wallace J. McGrath, John E. Lucey 
Co. Ine. 

Joseph S. 
Inc. 

Myer Saxe, Kesslen Shoe Company 

James Shapiro, Ware Shoe Corpor- 
ation 

Sidney Spiegel, Bruce Shoe Co. Inc. 

G. Elliot Stickney, Holmes, Stick- 
ney, Inc. 


Lawrence Maid 


Porter, Porter Shoe Co. 


Fashion Program 


The PPSSA Fashion program is 
directed by an industry committee 
headed by Alfred L. Morse of Morse 
Shoe Stores, Boston, and Myer Saxe 
of Kesslen Shoe Company, Kennebunk. 
Other members of the committee are: 


Retailers 


Simon Edison, Edison Bros. Stores, 
Inc. 

David W. Herrmann, Melville Shoe 
Corp. 

Louis Maling, Maling Brothers, Inc. 

Lawrence Merle, Endicott Johnson 
Corp. 

Milton Simon, I. 
Ine. 

George L. Smith, G. R. Kinney Corp. 


Simon Company, 


Manufacturers 


Harry Bass, Kleven Shoe Sales Co. 
Inc. 

Saul L. Katz, Hubbard Shoe Co. Inc. 

Paul Kleven, Klev-Bro Shoe Mfg. 
Co. Ine. 


James Shapiro, Ware Shoe Corpo- 
ration 

Sidney Spiegel, Bruce Shoe Co. Inc. 

G. Elliot Stickney, Holmes, Stickney, 
Inc. 


Expand Style Committees 


PPSSA style committees have been 
expanded and now include members 
who are recognized leaders in styling 
of popular price shoes at both the 
manufacturing and retail levels. These 
committees produce the shoe trend in- 
formation which is incorporated into 
PPSSA fashion reports. They meet 
twice a year and developed their 
spring and summer 1957 trend at 
their sessions last August. Following 
are members of the PPSSA style com- 
mittees : 


Women’s Dress Shoes 


Nat Schieber, Edison Bros. Stores, 
Inc., Chairman 
Retailers 

Harry Cohen, Miles Shoes 

Joseph Cramer, Wohl Shoe Co. 

Sydney Kaufmann, Kitty Kelly Shoe 
Corp. 

Francis 
Corp. 

Norman Nelson, John Irving Shoe 
Corp. 

Milton Radlo, 
Company 

Lou Schindler, Morse Shoe Stores 

L. H. Walters, G. R. Kinney Co. Ine. 


Magee, Endicott Johnson 


The Berland Shoe 


Manufacturers 


Harold Ashe, New England Shoe 
Co. Ine. 

Irving Block, Lynncraft Shoe Co. 

M. W. Borkum, Radcliffe Shoes, Inc. 

Ben Dorson, Sibulkin Shoe Co. 

Edward Fields, Copley Shoe Co. 

Oscar Finkel, Flex-Mor Shoe Co. 

Paul Kleven, Klev-Bro Shoe Mfg. 
Co. Ine. 

Normand Liberty, Bourque Shoe Co. 

David Stein, Mutual Shoe Sales Co. 

G. Elliot Stickney, Holmes, Stick- 
ney, Ine. 

Robert Wodin, Ware Shoe Co. 


Women’s Sport & Welts 
George Nacht, Shoe Corp. of Amer- 
ica, Chairman 
Retailers 


Barney Lebowitz, 


Stores 
Marion Markus, The Nobil Shoe Co. 


Edison Bros. 


Manufacturers 


Charles B. Conn, Brown Shoe Co. 
Leon H. Fischman, Penobscot Shoe 
Corp. 
Louis Fishman, Belgrade Shoe Co. 
Joel Glassman, General Shoe Corp. 
Richard Hasey, Viner Bros. Ine. 
Saul L. Katz, Hubbard Shoe Co. 
Sam Miller, Songo Shoe Mfg. Corp. 
Ted Weiss, Weiss Lawrence, Inc. 
[TURN TO PAGE 118, PLEASE} 



















Ye, 


America's 
#32104 Most Distinguished 
Shoe Store Furniture ... 





Bring a final touch of distinction 

to that new store you're planning; 
brighten up your present layout with 
beautiful, colorful, practical 
Chairmasters furniture. You'll be 
amazed at how effective and inexpensive 
a Chairmasters installation can be! 
These are just a few of the many chairs 
in the complete Chairmasters line of 
shoe store furniture. 





COMPLETE CATALOG ON REQUEST 





#3265A 





INC. 


200 EAST 146TH ST. NEW YORK 1, N. Y. 





THE “KIDDIE FITTER" 
Length—é ft. 
Height—3 ft. 
Depth—25 in. 








© Engineered and Built * Priced Right 

for durabili 

or Gurabilisy * Upholstered in Lustrous 
¢ Designed Expressly Plastic Colors to 

for Shoe Stores Specifications 
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Contrasts and Delicate Detailing 
(CONTINUED FROM PAGE 81) 


new this spring season but it has been expertly handled 
in some of these street shoes. Combined with low- 
dipped sides, as illustrated in a flat heel shoe here, it 
has unusual style interest. Straps, too, look right in 
the interpretations for spring. Detailing is, obviously, 
very attractive and smart in buckles, buttons and bows, 
underlays, lacings and perforations. 

Contrasts are striking or subtle. Patent leather— 
black, of course—is most important as a contrast, as 
well as being the leading leather and color for all-over 
shoes. Black patent leather combined with the palest of 
grays is very high style; with pale beige it is also part 
of the current Fair Lady theme. Black patent leather 
with white will be very strong as part of the black and 
white look so much liked. There will, of course, be 
other contrasts—brilliant red, blue and green with 
black, for example—and there will be blends in differ- 
ent shades in the one-color family. 

Surface contrasts—two different leather surfaces or 
a leather with a fabric—are equally important as color 
contrasts. We shall say more about them later. All in 
all, there is unusual opportunity for style promotions 
and multiple sales in these daytime shoes for spring 
1957, 


A Year of Growth 
(CONTINUED FROM PAGE 91) 


Popular price shoes will have maximum sales appeal. They 
will also represent perhaps the outstanding value among 
all consumer goods. The outstanding value factor in shoes 
results from the cooperative efforts of both manufacturers 
and retailers to cushion the public from the full impact 
of increased costs which were experienced throughout this 
year. Many of the nickel and dime cost increases have 
been absorbed at the expense of both manufacturing and 
retail margins. Higher price lines, permitting a better 
markup, are some help in taking the pressure from fac- 
tories and stores. 

From present indications, retail shoe price brackets will 
change very slightly if at all. The economic effects of the 
$1 minimum wage on direct labor costs, as well as the 
cost of shoe materials, already have been experienced and 
except for the continuing upward pressures in the economy 
there should be no significant reason for change next spring 
in the shoe price structure. 

This has been a year of dynamic expansion in terms of 
new retail] store units. The expansion programs of indi- 
vidual companies are by no means completed and many 
hundreds of additional units are projected for 1957 open- 
ing by the industry at large. As more and more planned 
shopping centers spring into being retailers are finding 
them a mixed blessing in many areas where the total retail 
shoe market is being divided among more stores rather 
than being increased by the addition of new units. 

The timing of the Popular Price Shoe Show, November 
25-29, is particularly well suited to retail buying require- 
ments for next spring. The later Easter will assure buyers 
opportunity for obtaining delivery of needed merchandise 
in time for peak selling. 
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First Half of °57 Promising 


(CONTINUED FROM PAGE 91) 


by most producers. 

We are confident that shoe output for the first six months 
of 1957 will equal the record-high level of over 305,700,000 
pairs produced in the first half of 1956. Retail shoe sales 
should also equal these records, particularly where Easter 
comes late next year—on April 21. 

The Popular Price Shoe Show oi America, jointly spon- 
sored by the New England Shoe and Leather Association 
and the National Association of Shoe Chain Stores, will 
play an important role in increasing the volume of shoe 
business for next season. Timed for spring buying by 
America’s mass shoe market, the PPSSA is the trade’s 
great volume show for the spring and summer season. 
More than 6000 retailers and buyers attend each show. 

PPSSA’s expanded fashion service has as its objective 
the stimulating of more fashion-right shoe styles in the 
popular price market, in accordance with the trend in con- 
sumer interest. Members of both sponsoring associations 
have received, several months before the show, authentic 
fashion information on apparel and shoe styles. In addi- 
tion, a printed PPSSA Fashion Forecast will be mailed 
all exhibitors and some 5000 shoe buyers and retailers in 
mid-November. 

To climax its comprehensive fashion services to the 
industry PPSSA will again sponsor a breakfast fashion 
program on Monday morning, November 26, in the ball- 
room of the Hotel New Yorker. W. Maxey Jarman, chair- 
man of General Shoe Corporation, will deliver a stimulat- 
ing address. 

We urge every retailer and exhibitor to attend and to 
secure the necessary ticket of admittance. Authoritative 
fashion stories will, as usual, be released to the press dur- 
ing this show and will help stimulate consumer demand 
for spring and summer shoes, 


Check Writing Desk 


Builds Good Will 


BOULDER, COLO.—A highly effective good will builder 
at Smith Shoe Company here, one of the largest retail shoe 
stores outside of the Denver area, is a drum-shaped “check- 
writing desk” installed by Kenneth Smith, store manager. 

Located in the right rear corner of the store, in plain 
sight from the entrance, the table is three and one-half 
feet high, three feet in diameter and is topped with a glass 
disc which displays slots below, in which blank checks 
from all local banks and many in Denver and other cities 
are kept. Other slots include gift cards and envelopes for 
the gift purchaser who wants to enclose a greeting. 

“We put this in as a customer convenience after I 
noticed that almost everyone who wanted to write a check 
in payment for shoe purchases had difficulty in finding a 
place to write,” Mr. Smith said. “The average check was 
written on the customer’s knee or the arm of a chair. To 
make it unnecessary for the customer to walk all the way 
up to the front of the store to the cashier’s counter in 
order to find a space in which to write the check, we simply 
went over to this convenience and invited customers to 
make use of our pen and our stock of checks. It is very 
seldom that a customer using the desk for the first time 
fails to thank us for the convenience, and the desk has 
become so well known that frequently shoppers come in 
to ask whether they may have one of the. blank checks 
from the fixture to pay bills at other stores.” 
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LAST WEEK 
You missed 


ee A OILED 


HIGH PROFIT 
extra sales 


The sales you missed last week BALTIMORE — 
— 66 by actual statistics — are 
volume and profit down the drain 
. never recoverable. wit 
Those 66 lost sales could have q 
been made to customers with foot , 
comfort problems — problems that Marshall ret dc 


shoe fitting alone could not solve. 









Shoe and department stores from Volk’s 
coast to coast are salvaging from 4 
$1,000 to $4,000 monthly in lost DENVER © 
sales with the companion sale of Fontius Shoe Co. 
time-proven Burns Cuboid Shoe 2 
Inserts. Selling Cuboids along with nOUsTOn © 
a pair of shoes approximately seins 
doubles your profit — assures = ponee 
repeat business from happy foot- May Co. : 
comfortable customers. 7 
Designed with an entirely different NEW YORK — 
concept to provide medically- Lane Bryant, Inc. © 
proven foot relief, Cuboid Foot 
Balancers retail up to $6.95 a pair ennai 
— are available in 248 styles and ze OA SOU 
sizes. Required storage space is | NEW ORLEANS - 
only a few feet of shelving. ©. i etmes Ga 
Pick up those 66 sales from now i 
on — write today for a Cuboid PHILADELPHIA: 
demonstration in your own store. Glenbol’s 
Your Cuboid sales are ws 8 : 
backed by national advertising ST. LOUIS 
and liberal cooperative funds. Famous-Barr Co, . 





BURNS CUBOID CO. 
P.O. BOX 658 * SANTA ANA, CALIFORNIA 
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27 SPRUCE STREET 


19 vreRsou is the product of an 


exclusive tanning process that re 


sults in a sole that gives LONGER 
WEAR than any other on the market today 

This EXTRA LONG WEAR is tanned 
right in along with other desirable quali- 
ties such as lighter weight, greater flexi- 
bility, water and puncture-resistance all 
without affecting the natural ‘breathing 
characteristic that makes genuine leather 
best for healthy feet 

You'll like “SUPERSOLE and so 


will Your Customers 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
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Youth, Spring and New Shoes 
(CONTINUED FROM PAGE 88) 


shoes that will be sold this coming spring. An important 
treatment will be patent leather and white shoes trimmed 
with various attractive bows. ...” “The shell pump in 
black patent will be good. This is our first venture in 
making pumps in the 8% to 12 children’s run with the 
pancake outside heel and it has the optional bow and 
removable instep strap.” 

“As you know, the pump picture in misses’ and even 
children’s sizes has grown by leaps and bounds and has 
become almost a basic type. Most wanted types for spring 
will include the sweater pump with shaped little heel and 
attractive bow and the swivel strap.” 

“Our opinion is that there will be an increased demand 
for warm weather shoes this spring featuring lighter weight 
construction, nylon mesh or perforated vamp centers. We 
feel that black will continue to predominate, although in 
many cases it will be used in combination with gray and 
white.” 

“One of our newest spring patterns is a three eyelet shoe 
with shantung plug and tongue. This combination, we 
believe, will be favorite among the young set in both 
brown and black combinations.” 

“We feel that pumps have still not reached their peak in 
children’s shoes; and we have evidence that even in chil- 
dren’s and misses’ size runs the little girls prefer the little 
wood heel.” 


“Hottest Patterns for Spring” 
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Left to right: Youth's three-eyelet tie with perforated pig 
plug by Ideal Shoe, Milwaukee; moccasin vamp step-in 
with novelty closure by Laconia Shoe; Little Yankee welt 
swivel strap and Twisty pattern slip-on in punched pig. 


PPSSA Presents Portraits 
of Spring-Summer Shoes 





(CONTINUED FROM PAGE 93) 


There are two important color groups—pale neutrals 
and misty pastels and shoe colors have been closely co- 
ordinated with the ready-to-wear picture. In keeping with 
the lighter look for spring and summer, the newest neu- 
trals are light in tone and intensity. The misty pastels 
the Renoir colors—are delicate in tone and romantic in 
flavor. 

The Provincial Look is a second fashion influence with 
strong promotional potential in both the sportswear and 
children’s markets and in this category the frosted bright 
shoe colors will be effective. 

Along with the above there is definite indication that 
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black patent will have its biggest season. White has excel- 
lent potentials both as all-over shoes and trim. White com- 
bined with neutrals, pastels, brights and black patent is 
expected to be very good. 

In women’s shoes, the very slim, more pointed toe is a 
must for spring and summer. Pump patterns with fresh 
treatments and detailing will be extremely important. 
T-straps, instep straps and spat effects are expected to 
have good consumer acceptance, as well as high-riding 
throatlines, achieved through high peaked throats, tongue 
effects, bows and buckles. There is every indication of 
increasing interest in lower heels. Textured leathers, in- 
cluding napped leathers and smooth polished grains, 
smooth finished grains, novelty fabrics and straws all have 
an important place in the spring-summer fashion picture. 

Sandalized patterns are gaining in strength in women’s 
casuals and dress flats. In this category, too, sweater 
pumps, instep straps, high riding patterns will be impor- 
tant. Textured leathers, smooth finished grains, punched 
pigskin and straw are all expected to have considerable 
fashion significance. In the sport and welt group, slip-ons 
will continue to be important. Ties are expected to gain 
in strength but classic styles will hold their own. Gore or 
sweater top lines as well as mudguard effects will be good. 
In this category textured leathers will make the news. New 
heel shapes—square, outside, barrel and horseshoe are cre- 
ating interest, and wedges from 4/8 low half wedge 
through the 10/8-12/8 wedge heels on suburban types con- 
tinue to gain ground. 

In children’s shoes, pumps have become the most impor- 
tant base for misses’ shoes, mainly with elasticized topline. 
Swivel straps are showing substantial gains and the one- 
strap shell base is still the important: pattern fof infants 
and children. 

Black patent leather will again take its place in the 
number one spot. White is expected to be very good, both 
all-over and used in combination with patent or pastels. 
Pastels will be misty and delicate. Ornamentation and 
trims are important in this category and these include 
pearlized clusters, cut-outs, matching vamp and heel orna- 
mentation, etc. Interest continues in colorful sock and 
quarter linings. 

Swivel straps and one-strap shells that look and feel 
light will be good in girls’ casual shoes and three- and 
four-eyelet oxfords, ghillies, saddles and classic slip-ons are 
expected to maintain their important position. 

In men’s shoes, the mid-low blucher in a wider variety 
of styles is clearly the accepted and important version of 
the lower line pattern. The height of the pattern is more 
significant than the number of eyelets as long as fitting 
standards are achieved. There is no longer any question 
as to the acceptance of the slimmer, sleeker look—the 
American adaptation of the original European version. 

The news in leathers centers on plushy and nappy tex- 
tures which have real depth. Soft and luxurious in the 
hand, they will find expression principally in casuals but 
also in dressy versions. Soft grains will continue their 
importance in men’s dress shoes. Ventilated shoes will 
increase, This will be reflected in punched and perforated 
uppers as well as in patterns. 

Although apparel tones are lightening and brightening, 
black will remain the number one volume color for spring 
dress shoes. Tan will increase slightly. 





In young men’s types there are new and interesting last 
developments such as a new square toe wall with slight 
rocker bottom, in special patterns appropriate for this last 
and the Milano—a new, narrow, soft wall last which is 
very effective for mudguard patterns. 
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NEW SALES HORIZONS FOR THE NEW YEAR 


‘Dl's First Great Opportunity 
to Present Your Line 
is in the 43rd Annual 


MID-ATLANTIC SHOE SHOW 


at the BENJAMIN FRANKLIN in PHILADELPHIA 
January 12 thru 16th, 1957 





THE EASTERN SEABOARD'S 

NO. | SHOW OF THE YEAR IS 
A GREAT MARKET-PLACE FOR 
RETAILERS TO BUY AND SHOP 
THE LATEST SPRING AND 
SUMMER LINES OF FOOTWEAR. 
BE SURE YOUR LINE IS IN 

THIS "MUST" SHOW FOR 
BUYERS AND RETAILERS THAT 
IS... TIMED RIGHT! 


14 WEEKS BEFORE EASTER! 





DESIRABLE EXHIBIT LOCATIONS 
ARE STILL AVAILABLE 


You can get quick action for 
placing your line by wire or phone 


MID-ATLANTIC SHOE SHOW, INC. 
C. E. HEYDE, Show Manager 


P.O. BOX 64, GLENOLDEN, PENNA. 
phone—Ludlow 6-848! 


A realistic business program for retailers and buyers during 
the show will feature a "Show-Within-a-Show" in the 
Hospitality Headquarters—Educational and Selling Aids— 
Buffet time and Prizes. 











og aia 
24 a PR 


f (> _ Editorial Outlook 


ee 


. 










































@ 
y [CONTINUED FROM PAGE 17] 


4 
af 4 


sionaires for the various lines of merchandise sold 


Actual | 
e in these stores cooperate on local advertising, which is 
of moistu re test run intensively over the store’s name. The copy appeal 
S is always the same: low overhead, big value and 


PRICE. 
on sealed and unsealed wood | *"'" shes Whichideds Seeiiieses 


The success and growth of these operations ap- 

shoe trees parently demonstrates their economic necessity. Ob- 
viously there exists a limited stratum of our population 

which will pass up quality, fit and service in order to 
obtain merchandise with the lowest possible price tag. 





These stores are making it easy and simple for them 
to do so. And they are accounting in no small measure 
for the large volume of low end shoes which the indus- 
try is producing. 

Their emergence and growth, at a time during 
which the prosperity of the country has been at an 
all-time high, is difficult to explain and justify. But 
their importance must be given the fullest considera- 
| tion when the subjects of grading up, increasing 
mark-up and profit margins come to the floor, as they 
are so constantly doing today. 
| What is the answer to the problem which these mass 

retailing stores present? Obviously it must start 
| with a recognition of them for what they are and an 
| understanding of why they exist. And it makes vitally 
| necessary an independent and realistic approach to the 
many problems of mark-up. It requires more efficient 
| buying practices, more intelligent budgeting, and more 





| intensive promotion of the store name and the brands 


sealed wood finish unsealed wood finish it sells } 
, * * — 
won’t absorb moisture absorbs moisture But most of all it requires a continuing conviction 
after 60 minutes in 15 minutes 


that shoe selling is service selling. Despite the current 
emphasis on pre-packaging and the encouragement 
given the consumer to select and buy from a shelf, the 
personal attention which the shoe fitter and salesman 
gives to his customer in well conducted shoe stores is 
not “hocus pocus.” It is a necessary service which 
the vast majority of American consumers have demon- 
strated they appreciate and for which they are willing 
to pay, 





Ir is common practice, especially among retailers in 
small towns, to permit customers to use the store’s tele- 
phone to make local calls, since these are billed the store 
on an unlimited service. 

But, every once in a while, this free service-courtesy 





is abused by some nefarious character who puts through 


HAVE AN UNSEALED FINISH an expensive long distance call and decamps without pay- 


ing for it, 
ABSORB MOISTURE To continue this generous gesture without incurring 
FROM the loss, one retailer simply removes the card on the dial 
, of the phone which carries the store’s number. Since, 
SHOE $ INNER SURFACES when a long distance call is requested, the telephone 
operator invariably asks: “What is your number, please?” 
and this isn’t instantly obtainable, while asking clerks 


ROCHESTER SHOE TREE COMPANY would excite suspicion, this simple act has effectively 
60 CUMBERLAND ST., ROCHESTER, N. Y. stymied further needless expense, 
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Retailer Meets Challenge 
of Changing Market 


MarKETS are changing in makeup and complexion with 
a dizzying speed and many retailers have found their 
markets gone, seemingly over night. 

Basically, what has happened is the intensification of two 
long-time trends, One, the movement toward the suburbs, 
has become, in post war years, a mass exodus. This is 
probably the prime cause of market changes. The other 
trend is the disappearance of important social and racial 
groups, with other groups moving in to take their place. 





Sol, Louis and Morty Mantell, who have met the challenge 
of a disappearing market and have opened a second sto e. 


In Newark, New Jersey, a shoe retailer, Louis Mantell, 
faced this problem of a changing market nearly thirty-five 
years ago and he has just opened another shoe store where 
he will again be confronted with the same disappearing 
market problem, His answer, in 1922, was elementary: 
he stayed and studied the new market, 

Mr. Mantell, who himself immigrated to the United 
States in 1914, learned over a period of years how to appeal] 
to the tastes of the new group, learned also their foot 
characteristics, style preferences, and the normal range ol 
shoe sizes their feet demanded. Most important, he learned 
how to obtain the confidence of a group still unsure of 
itself, doubtful of its own capabilities, and undecided as to 
the direction in which it would move. 

All this fund of knowledge has now been incorporated 
in the new shoe store that he and his two sons, Morty and 
Sol, have opened at 482 Clinton Avenue, Newark, The new 
store is strategically and deliberately placed in a changing 
neighborhood, 

The store, a family shoe operation, seeks the perfect 
balance between sophistication and plainness, For, Mr. 
Mantell noted, a store can be so modern and sophisticated 
that neighborhood shoppers will hesitate to enter, especially 
when in neighborhood clothing. 

The new store has all the touches expected in a modern 
shoe store; the wall paper is a subdued tone of gray with 
a strand of burnt orange matched exactly by the orange of 
one painted wall. The chairs are of a flat black silhouette 
framie with azure upholstery. The rug is softly luxurious 
in gray. The display windows are set in modern brick 
bases, 

However, the dominant purpose in the design is to arouse 
an urge to enter, This is achieved first by an unpretentious 
sign made of familiar materials, mainly wood with wooden 
lettering. The windows, which were deliberately made 
narrow but deep, widen inward toward the door. Naturally, 

[TURN TO PAGE 120, PLEASE] 
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When You Feature the Only 
Brand that Guarantees 


SATISFACTION or MONEY BACK! 


Why not sell Wolverines that don’t come back to 
customers who do? That’s how the sensational 
Wolverine guarantee is working out, the Nation over! 


We staked our confidence on Wolverine comfort and 
wear to make this offer...and what a payoff! Tens of 
thousands more pairs have been sold...less than one 
pair in a thousand comes back! 


That’s where you find the Bia difference between 
selling Wolverines and any other work shoes. 
Wolverine gives you a wide, wide range of styles, too 
...new Wolverine Longhorns, Skinjuns, hand-sewn 
moccasins and Sportmaster Boots in addition to the 
famous triple-tanned Wolverine PIGSKIN and SHELL- 
HORSEHIDE work shoes. And that’s still only part of 
the unprecedented Wolverine merchandising story! 


Right now, you may be able to share otNT s, 
in these advantages, for new dealer- (s} 
ships are available in many areas. 


Write Today for Full Details 


WOLVERINE 
SHOE & TANNING CORPORATION 


191 Main Street ¢ Rockford, Michigan 


j 3 
2 2 
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Manufacturers 


Fred Diamant, Desco Shoe Corp. 

Abe Hillsberg, Lessing Rudner Foot- 
wear, Inc. 

Arthur Pfeiffer, Pfeiffer’s Inc. 

Albert Sandler, Fenton Shoe Corp. 

Hyman G. Saxe, Dover Shoe Mfg. 
Co. 

Sidney Spiegel, Bruce Shoe Co. 


Children’s Shoes 
William Waddell, 


PPSSA Program to 
Clarify Style Questions 
[CONTINUED FROM PAGE 111] 


Women’s Casuals & Dressy Flats 


Jay Ball, Retail Corp., 
Chairman 


General 


Retailers 


T. O. Burns, Sears, Roebuck & Co. 


Herbert Cohen, John Irving Shoe Roebuck 


Sears, 


Corp. and Co., Chairman 
Harry Gould, Edison Bros. Stores, 3 
oy Retailers 


William Eckenrode, General Retail 


Corp. 


Murray Waldfogel, Kitty Kelly Shoe 












... the most-wanted feature 
in outdoor footwear 
... the patented feature of 


ROYAL 
WORCESTER 


Insulated Leather 
Sport Boots 











Pat. Ne. 
2,619,741 
Dec, 2, 1952 


Just slip on a pair of “Royal Worcesters” yourself and 
you'll see why they’ve become America’s “best buy” in outdoor 
footwear. 

Nearly a quarter-million pairs sold proves that your cus- 
tomers want the comfort, warmth and protection of “Royal 
Worcester” insulated leather boots — especially when you can 
sell them with a generous profit at way under $20. 

Smart-looking moccasin and plain toe styles for men and 
women in 6, 8, 10 inch tops. Nationally-advertised, of course, 
and you get lots of free selling helps. 


SEE THEM AT THE POPULAR PRICE SHOE SHOW 
Room 529, Hotel New Yorker 


WORCESTER 
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74 HAMMOND STREET 
WORCESTER © MASS. 


Made in Canada as “Sieman-Bushmaster Shee” by 
T, Sieman Shoe Co, Lid, Aurore, Ontario, Conade 










































































Timothy Welch, G. R. Kinney Corp. 


Manufacturers 


Frederick B. Liberty, 
Smith Shoe Co. 

Irving Selig, Laconia Shoe Co. 

Bernard Shapiro, American Jrs. 

A. Weinman, Five Star Shoe Co. Inc. 


Men’s Shoes 


M. H. Reese, A. S. Beck Shoe Corp. 
Chairman 


Wood and 


Retailers 


Siegbert Moch, Spiegel, Inc. 
Frank Rooney, Melville Shoe Corp. 


Manufacturers 


Louis Auclair, Hampshire Shoe Com- 
pany 

Alan Goldstein, Plymouth Shoe Co. 

Burton Katz, Hubbard Shoe Co. 

Joseph Porter, Porter Shoe Co. 

Ernest Rainey, Diamond Shoe Corp. 

Herbert Rich, Lewis Heicklen Sales 
Co. Ine. 





Asks for Mail Orders 
And Gets Them 


DeNveR—Shoe retailers who figure 
that “mail order business is out of our 
scope” are making a mistake, according 
to C. S. Sabel, owner of Rudolph’s shoe 
store, downtown here. 

The Rudolph store, in the same loca- 
tion in downtown Denver for 22 years, 
has achieved a highly profitable and 
consistent volume of mail order busi- 
ness year after year simply by “ask- 
ing for it” in weekly newspaper adver- 
tising. “All that is actually required is 
an eye catching ad, a cut of a shoe 
style which will attract attention, and 
inclusion of some reference to postage 
and tax,” Mr. Sabel said. “Since our 
local daily newspaper covers a huge 
area throughout the western states, we 
have constantly received worthwhile re- 
turns.” 

Although he appears to violate some 
of the best known precepts in news- 
paper advertising and produces a dis- 
play ad “crammed with copy,” Sabel’s 
newspaper program invariably gets the 
desired response. In a one column ad 
only some seven inches long, Rudolph’s 
points out that the store is famous for 
fit, that it carries more than 150 styles 
to choose from, features one outstand- 
ing style with cut, invites readers in 
remote areas to add 35 cents postage 
and tax in ordering by mail, extends an 
invitation to visit the store’s fall win- 
dows to select a favorite, reiterates the 
22 years of operation in the same lo- 
cation, and closes with a listing of the 
store’s business hours and its address. 
Needless to say, getting so much in- 
formation into a single newspaper ad 
doesn’t leave much “white space,” On 
the other hand, the ad with an unusual 
border follows the style of many small 
town newspapers and immediately gets 
attention from readers, 
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Review of the 
Retail Trade 


[CONTINUED FROM PAGE 103] 


before purchasing new oncs, 

One prominent men’s shoe shop pro- 
moted Olympic boots in olive green 
French reverse calf, with fully insu- 
lated lining and heavy gum rubber 
soles. Higher than an oxford, lower 
than a desert boot, the Olympic boot 
was displayed in both one and two 
buckle closures. Men’s shoes, sales of 
which fell alarmingly behind schedule 
in September, began to move in Octo- 
ber and continue at present to sell 
steadily. 


* * * 


Volume Holds Steady 
In Twin Cities Stores 


MINNEAPOLIS — With the back-to- 
school shoe business now virtually 
completed, merchants are concentrat- 
ing their attentions on fashion-wise 
shoes for women, Sales are steady and 
fairly satisfactory. There is much va- 
riety but the soft, dressy pump, either 
in calf or in suede continues to hold 
first place. The longer, more pointed 
toe is meeting with favor due to its 
feminine look which fits in well with 
fall dresses and suits. Merchants are 
continuing heavy advertising in their 
effort to tie-in shoes with new fall 
fashions. 

Dayton’s featured pumps in its new 
Southdale Shopping Center store and 
in its loop store, with elasticized edges, 
in black calf and also in black, blue 
or brown suede, selling for $11.95 and 
$12.95. It also featured occasion-wear 
pumps in dress-maker-styled suedes 
or calfskins. The suedes had shaped 
rayon faille necklaces and the calfskins 
had draped toes to add to the “dress- 
up” appearance. They sold at $13.95 
and $14.95, 

Alligator is having a very good 
season in high fashion shoes, Boll’s 
presented alligators in both closed toe 
and heel, and in open, selling for 
$18.95. Colors were brown, red, honey 
or black. C. M. Stendal promoted opera 
pumps for smartness of style. Roy H. 
Bjorkman played up shell pumps in 
black calf, selling for $24.95, 

The tall, thin heel has good accep- 
tance, Baker’s featured this in black 
suede pumps, very low-cut, with smart 
squared throat. Napier’s stressed it in 
black, town brown, or navy suede in 
slings and in fieldstone calf. 

Casuals are holding up well in sales. 
Both pumps and oxfords with wedge 
heels are good. In casuals, colors are 
important with bamboo, benedictine, 
and smoke selling well. 

+ + + 

SAINT PAUL-—Shoe business contin- 
ues to be good, The city has had a 
number of special anniversary sales 
in large stores with values offered that 
brought high traffic to the downtown 
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area. Shoe stores and departments 
have profited by this as customers 
take time to fill their shoe needs on 
their downtown visits. Men’s shoe 
business has also picked up as_ the 
winter season approaches. Maurice L. 
Rothschild-Young-Quinlan held an an- 
nual import shoe event for men, show- 
ing imported English shoes. They were 


toe and stiched toe-tied flats. Carmel 
is a smart new shade which is selling 
well. Crepe-soled casuals for home 
wear with jeans or sweaters and 
skirts have been good sellers. They 
are shown in black or tan pebble grain 
leather. A zipper-closed front is pop- 
ular. One-eyed ties are good. 

In women’s dress shoes, black suede 


is selling well. The Emporium pro- 
moted a group with details of silk 
bows, sparkle faille and rhinestones. 
Newman’s featured sweater pumps 
with elastic collars for smooth fit in 
suede or leather in black or blue. 
Schuneman’s showed a drop-top pump 
in fine calf, completely smooth with 
no stitching in black or brown. 


shown in finest Scotch grains, heather 
grains and French calfskin in wing- 
tips, plain toes, straight tips and moc- 
casin styles, in tans, char-browns and 
black. 

There has been good activity in cas- 
ual shoes for women, spurred by 
strong advertising. Among smart cas- 
uals offered were flats with perforated 


STITCHED ALL 'ROUND 


for exclusive 


nailess comfort 


BELGIUM 
in Burnt- Briar 
Heather Calf 


$28.95 


Only Allen-Edmonds offers you nailess, stitched 
all ‘round shoe construction. This important 
exclusive PLUS heel to toe flexibility... gentle 
cork cushioning ... and supple leathers, cut 
with the grain, makes Allen-Edmonds the most 
comfortable shoe you've ever worn or 
your money back! We guarantee that —in 
writing! See your dealer — or order direct from: 
Allen-Edmonds, Belgium, Wisconsin, 


ST they flex... A they roll... 





they bend... 
to follow your 
foot in action! 


Shake up a strong mixture of potent advertising, highest quality pro- 
ducts, top-selling dealers and you have a sales potion powerful as a 
Vodka Martini, You'll sell at a giddy pace, Mr, Dealer, if you tie in with 
strong Allen-Edmonds ads and sell hard! Above ad appears in: 


ESQUIRE, December, 1956 





| Ever Notice How Many Leather Experts Wear Allen-Edmonda? 
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DTNOTES* 


BASS 


WEEJUNS’* WEEJUN‘TIES 
OXFORDS 









Bass Weejun* Zef'r. 
New, Lightweight 
Weejun with Popular 
Low-Cut Styling. 












No. 734, Bass Wee- 
Brown An 
tiqued, Double 


juns*, 


leather Soles; Leath 
or Heels, 


No. 2166. Brown Seamless 
Blucher Oxford; Storm Welt; 
Double Leather Soles; Rubber 
Heels 


No, 1271. Tan Scotch 
Grain, Imitation Tip, 
Seamless Blucher Ox 
ford; Heavy Double 
Leather Soles; leather 
Heels 


* Proven Favorites * Handsome Styles » Fast In-Stock Service 
PROMOTE BASS SHOES FOR HOLIDAY GIFTING! 


BASS OUTDOOR 


FOOTWEAR 
for extra profits, sell the Bass line: 
@ TRAILMASTERS @ QUAIL HUNTERS* 
© SPORTOCASINS* @ SKI BOOTS 
#1, Reg @ WEEJUNS* @ WELTS 
G. H. BASS & CO., Dept. BS-11, Wilton, Maine 
658 Morbridge Bidg,, N. Y. C. 1, N.Y. 
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Retailer Meets Challenge 
of Changing Market 
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the shoe shopper will step within the vestibule to examine 
the shoes on display. Each shoe in the window is clearly 
priced. The interior is fully visible from outside the door. 
Following Mr. Mantell’s maxim, shoes are scattered stra- 
tegically throughout the store where they can be examined, 
are hung on peg boards contained within shadow boxes. 


and are casually set upon counter edges and near fitting 
chairs. 

The stock consists of national brands such as Buster 
| Brown, Freeman, and Polly Preston. Sizes will run up to 
12 EEE. 


The store handles no hosiery or other accessories, Mr. 


| Mantell believes that, at busy times, these items waste time. 
In addition they require large inventories, especially in 
women’s hosiery with all its shades. The only exception 
is a small stock of inexpensive handbags. These sell well 
but Mr. Mantell keeps the range of styles small, four or 
five at most. 
One sure way to establish a store within a neighborhood 

is through the use of newspapers, Mr. Mantell has always 
used this medium and is currently advertising in the Jew- 
ish Daily Forward and the Jewish News, the Afro-American 
and the Newark Herald News (a Negro newspaper). 
Children require and get special care in the Mantell shoe 
“Kids are kids,” says Mr, Mantell, “and they hate 
| shoe stores. So we found a way of making them smile.” 
| Consequently a child always receives, with his pair of 


atore, 


shoes, a balloon, comic book or pencil box. This, of course 
also makes repeat calle easier for both the parents and 
the shoe retailer, 

A valuable public service can be performed, Mr. Mantel! 
feels, through a knowledge of bone formation in the foot 





| For this reason, Sol, the younger son, who is manager of 
the new store, attended the School of Chiropody at Temple 
| University, feet, the 

retailer can discover foot disorders long before the parents 
| become aware of them, Immediate attention by a foot spe 


Quite often, especially in children's 


cialist is then strongly suggested, 

Essentially, while performing an excellent service as a 
| retailer these many years, Mr, Mantell has developed a 
strong sense of good community relations, As a testimony 





| to the effectiveness of his work, 300 people appeared at 
| his open house ceremonies inaugurating the new store, in 
| cluding the honorable Leo P. Carlin, Mayor of Newark, 


Jewel Shoes Are Window Theme 


mY 





The Jones Shoe Co., Midland, Tex,, built this window 
around jewel shoes, with a pirate chest, driftwood, jewels, 
a gilded chain, sand, and pirate guns and daggers, M. D. 








Bearden, asst. manager, designed it. 
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This simulated window display won the top prize of $500 in the first annual 
“Golden Shoe Award" contest for professional display designers during the Na- 
tional Shoe Fair. It is the work of Michael San Fratello, of Joseph's Shoes. Ten 
top members of the Chicago Display Club competed. The window, in gold, black, 
and white, featured a series of chess pieces and a pennant reading, “Make the 
Move to Black Patent." Shoes were spring fashions with narrow needlepoint last. 


Curcaco— A good, stable, normal 
spring was forecast for the shoe busi- 
ness in sample rooms throughout the 
National Shoe Fair. Though actual 
order writing was light, attendance 
and retailer interest in lines were un- 
usually strong. Traffic Sunday was 
high with many show rooms busy from 
morning to night. 

Definite appointments for commit- 
ments were made with orders acheduled 
to be written within the next three 
weeks, This year saw salesmen on the 
road three weeks earlier than usual. 
A number of retailers had already 
made first buying prior to the Fair, 

Retail inventories were reported nor- 
mal, A longer pre-Eaater selling sea- 
son adds te the general optimiam and 
may atrengthen and lengthen second 
buya, 

Price increases were noted chiefly 
for shoes with extra atyle details and 
little or no resistance was visible, The 
general trend was toward concentration 
on fewer lines with buying in greater 
depth, 

The Store Management Expense Con- 
trol Clinie was resumed for the firat 
time since 1951 and was received with 
enthusiasm, The clinie was attended 
not only by amall husband-and-wife 
retailing operations, but also by me- 
dium-sized operations and some with 
volume of more than $1 million, A new 
twist was the visit of several manu- 
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facturing executives interested in dis- 
cussing retailers’ problems. 

Major problems discussed included 
competition from shopping centers, how 
to negotiate percentage leases, rate of 
stock turnover, the problem of excessive 
operating expenses, effective stock con- 
trol and inventory plans, 

A trend was noted toward multi- 
operations on the part of independents 
expanding into shopping centers or 
suburban areas, The shifta in retail 
trade and population growths means 
owners of central city stores are faced 
with new and serious competition. 

Business authorities, present for con- 
sultation at the clinic, all members of 
Northwestern University’s School of 
Commerce, were Richard M, Clewitt, 
Ralph L. Weatfall, Lynn H, Stockman, 
and James R. Hawkinson, 

The Fair waa formally opened with 
the Monday morning breakfast at the 
Palmer House, at which Pierre D, 
Martineau, director of research of the 
Chicago Tribune, addressed an over- 
flow gathering of retailera on “The 
Changing American Conaumer,” 

In an economy of abundance such 
as we have today, said Mr, Martineau, 
merchandising directed at exploiting 
price is a faatedying cause, Retailers 
must change their approach to reflect 
the changing business scene, All claa- 
sea of consumers want to asatiafy 
luxury tastes, The problem is no 


longer one of price, but rather of value. 

As Mr. Martineau saw it the job 
of the shoe industry is to “sanction” 
the desire of the consumer to “spend 
better.” The shoe man must enter the 
fight to capture the “consumer mind” 
—to sell him “excitement,” rather than 
simply a good buy price-wise. 

He urged the shoe industry to enter 
the fight for the consumer dollar more 
actively by emphasizing style, color, 
fashion and other inherent shoe factors 
that can be easily impressed on the 
growing mass luxury market. “The 
stores that have trouble today are 
those that have nothing but bargains 
to offer,” he concluded. 

At the workshop session the next 
day, E. R. Richer, vice-president of 
the Grey Advertising Agency in New 
York, delivered an address, “Is Mark- 
Up Alone the Answer to the Retailer's 
Mr. Richer, main- 
taining that retail mark-up alone is 
not the answer, reminded the meet- 
ing that they were all there to “deter- 
mine how we can make a better profit 
on our operation.” Mr, Richer threw 
the question over to a symposium, 

Maleolm MeNair, the Lincoln Filene 
professor of retailing at Harvard 
University, said, “Retailers are too 
preoccupied with obtaining traditional 
mark-ups based on per cent of sales... 
instead of approaching the problem on 
a standpoint of mark-up percentage. 
It seems to me that management should 
look instead at their total return of 
investment, 

“IT wonder if the term, gross margin, 
has not outlived its usefulness, ... We 
need better yardsticks today and fresh 
thinking. It is a fallacy to believe 
that since you are getting acceptable 
percentage mark-up you are realizing 
your full profit potential.” 

Herbert H. Wilson, president of 
Emery, Bird, Thayer, declared “Alert 
merchandising and pricing, not higher 
mark-up, is the balm to soothe the 
retail profit pinch... Too many mer 
chants still add an automatic per cent 
of mark-up instead of marking mer 
chandise at what is judged to be the 
best price for rapid turnover and 
minimum markdowns If a depart 
ment having a 40 per cent markon 
has a lot of merchandise marked too 
high and some merchandise marked 

[TURN TO PAGE 128, 
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Elect NSRA Directors 


Nine directors were elected, They 
were W. J. Crawford, Crawford Shoe 
Storea, Peoria, [l.; William L. Gude, 
Gude's, Weatwood, Los Angeles; Larry 
J. Horan, J & J, Slater, Inc.. New York 
City; Frank Hurrle, Hurrle Brothers 
Shoe Company, Mankata Minn,; Louis 
B, Keane, A, S, Beck Shoe Corporation, 
New York City; Louis E, Liebson, Edi 


son Brothers Stores, St. Louis; John 
O'Connor, Jr, O'Connor & Goldberg, 
Chicago; Chriatopher C, Poplin, Pop 


lin’a Central, Rome, Ga.; Ralph Houaay, 
Packard Rellin Shoe Co., Milwaukee, 








Shop Uses Mirrors to Close Casual Sales 





This casual shoe center bar in the first floor women's shoe department of The May 
Compeny’s University Hills store in Denver, makes good use of the triple mirrer 
installation in closing the sale. 


Denvern—“The best possible tool for 
closing a shoe sale” is the way in which 
Herb Schlote, women’s shoe depart- 
ment manager at The May Company 
University Hills store here, describes 
a triple mirror installation at the rear 
of the department. 

The fashionable new University Hills 
store, completed only a year ago, fea- 
tures a first floor women’s shoe depart- 
ment just a few steps from the store’s 
hard surface parking lot, and the em- 
phasis is on leisurely shopping. Con- 
sequently, from the beginning, Mr. 
Schlote has stressed casual shoe styles 
and encouraged the customer to browse 
through a completely open display of 
both casual and dress footwear. 

The casual shoe center is a bar at the 
rear of the department more than 20 
feet in length and constructed of pol- 
ished hardwood. 

Curving in a semi-circle entirely 
across the rear of the department, the 
top of the bar makes use of sharply 
slanted shelves to focus attention on 
details of shoe styles shown. Because 
of the convex layout of the bar, The 
May Company saw an opportunity to 
make it possible for the shoe customer 
to “see her shoe all the way around at 
once.” This was made possible by in- 
stalling a center mirror, 30 inches wide 
by 30 inches high, at the apex of the 
casual bar and another at each side, 
spaced some 10 feet apart. In this way, 
any customer standing in front of the 
center mirror sees her shoes reflected 
from front, both sides, and “double re- 
flected” in the side mirrors as well. 
Thus, when a prospective customer is 
trying on any pair of shoes and is 
dublous over the overall effect which 
it will have, it is a simple matter to 
invite her to step to the triple mirror 
section and “see her shoes as others 
will see them.” 

Ever since the installation, The May 
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Company’s women’s shoe department 
salespeople have made constant use of 
the mirror installation as a “sales 
closer.” 

“It works like the proverbial charm,” 
it was pointed out, “when we find any 
hesitancy at all on the customer’s part, 
« few steps back to the mirror section 
will always wrap up the sale.” 


Weiss-Neuman Sales Jump 
In Retail ‘Shoe Dog’ Contest 


St. Lovis — Featuring the “Shoe 
Dog” as a lively and valuable asset 
in shoe society has paid off for Weiss- 
Neuman Shoe Company, St. Louis, in 
a contest for the firm’s retail salesmen. 

Sales for the contest were reported 
up about 55 per cent over last year’s 
figures for a comparable period, ac- 
cording to Howard LeRoy, advertising 
manager for the retail chain of budget 
shoes for women. 

Started last spring on the “Shoe 
Dog” theme, the initial contest, which 
showed actual increase in sales of 55.6 
per cent over previous contest figures, 
proved so successful and was so well 
received by the “Shoe Dogs” involved, 
that a second was put in effect. 

Mr. LeRoy, in describing the details 
of the contest, stressed that the firm’s 
slogan, “Better Living Through Better 
Selling,” is directed to the “Shoe Dog” 
as a person. All correspondence con- 
cerning the “Shoe Dog” contest is 
mailed direct to the home, so that the 
incentive for prizes becomes a family 
affair. 


The current contest, which runs for» 


10 weeks, features trading stamps as 
sales awards, with stamp redemption 
catalog sent to all “Shoe Dogs.” Stamp 
books when filled are worth $3.00 to- 
ward merchandise listed in the catalog. 
“Shoe Dogs” are not required to cash 
in the filled stamp books immediately, 





Dates to Remember 


Shoe Show, Michigan Shoe Travelers 
Club, Pantlind Hotel, Grand Rapids, 
ee .Nov. 14-16 

Fall Banquet- Time, Central Pennsylvania 
Shoe and Leather Association, Hotel 
Brunswick, Lancaster, Pa. .Nov. 15 

Shoe Show, Pennsylvania Shoe Travelers 
Association, Hotel Penn - Sheraton, 
Pittsburgh .... .Nov. 18-20 

Heart of America Shoe ‘Show, ‘Central 
States Shoe Travelers, Muehlenbach 
and Phillips Hotels, Kansas City, Mo. 

Nov. 18-20 

Shoe Show, Ohio Shoe Travelers Club, 
Deshler-Hilton Hotel, Columbus 

Nov. 18-20 

Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City ..... Nov. 25-29 

Shoe Market Week, Boot and Shoe Trav- 
elers Association of New York, Mar- 
bridge Building, McAlpin Hotel. Nov. 25-29 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 


Dec. 2-5 
Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia Jan. 12-16 
Shoe Fair, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit Jan, 13-15 
Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 
N. Y. Jan. 20-22 
Shoe Show, Shoe Travelers’ Association 


of Chicago, Morrison Hotel, Chicago 


Feb. 9-13 
Summer Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh Feb. 10-12 


1957 Factory Management Conference, 
sponsored by National Shoe Manufac- 
turers Association, Netherland Hilton, 


Cincinnati Feb. 16-19 
St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Lennox, 


Statler, Sheraton-Jefferson, Coronado 
and Park Plaza Hotels, St. Louis 
April 27-30 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
May 18-22 





but may accumulate them against 
large prizes of the refrigerator or 
washing machine category. 

The first mailing piece sent to sales- 
men showed a man with dog’s head 
holding a shoe in one hand, a “Bet- 
ter-Selling-Better-Living” stamp in the 
other. The message inside reported that 
the company was proud of its “Shoe 
Dogs” and proud that they represent 
the firm’s greatest expense, Subsequent 
follow-up correspondence was sent by 
Weiss-Neuman on special letterheads 
picturing the “Shoe Dog” in various 
aspects of selling. 

According to Mr. LeRoy, the com- 
pany is pleased with the reflections 
in sales brought about by its “Shoe 
Dog” contests, The tag “Shoe Dog” 
has been turned from a term of fun- 
poking into a term for valuable asset 
with the salesmen in Weiss-Neuman 
atores loving the lingo. 

The company operates 46 stores in 
11 states in the Midwest area from 
Texas to Minnesota, Stores are labeled 
Martin’s, Barker's and Lober’s, About 
2765 saleamen participated, 


Boot and Shoe Recorder 


See ET aaa 











Black Patent Leather Leads 
At Better Shoe Guild Showing 


By ELEANOR MAUD RUTTY 


New York—‘Good” and “Excellent” 
were the reports on their recent show- 
ing of spring styles by members of the 
Guild of Better Shoe Manufacturers. 
Retailers were open to buy and orders 
were written. 

Number one in all showrooms was 
black patent leather and, after that, 
black in other leathers. Very much 
liked was black Broadtail in patent, as 
well as calf and kidskin. Navy blue was 
not even mentioned by most of the 
Guild members in listing the impor- 
tant spring colors. 

Following black, they reported the 
light beiges, notably Flax, as selling 
well, especially in combination with 
black patent leather. Pale gray has also 
been bought, in small pairage, also in 
combination with black patent leather. 
Red, a real bright shade, moved in some 
lines more than was expected. White is 
being introduced earlier than usual, 
sometimes combined with black patent 
and pale beige. The reverse is also 
liked; black patent with white and Flax 
or some other light beige with white. 

Besides Broadtail, other grained 
leathers selling well, seemingly directly 
opposed to the trend to the highly glos- 
sy surface of patent leather. Fabrics 
are very important in some lines and 
vinyl, while regarded as a volume ma- 
terial, is also selling. 

The biggest news is in lasts which 
are more tapered than in any previous 
season, The treads of these new lasts, 
however, are broader and the shoes are 
therefore more comfortable. Heels are 
high and very slim or medium and 
shaped, Some of these high style manu- 
facturers have even included heela—a 
few in number—-down to 15/8 and 
lower, 

Closed pumps continue to be very 
popular, However, there will be plenty 
of halters and slings and even mules, 
As with the vinyl, they do not feel that 
mules belong in their types of shoes but, 
because of the demand, they have in- 
cluded them in their lines. Throughout 
the collections for spring, there is a 
feeling of fine treatments, delicate de- 
tailing and the lady-like look. 


Retailer Harry King Retires 


Brookiyn, N, Y.—Harry King, own- 
er and operator of the Highway Boot 
Shop at 1120 King’s Highway, announe- 
ed the closing of this women’s novelty 
shoe store after 21 years in business, 

Prior to the opening of this store, 
Mr. King for 10 years owned and oper- 
ated King’s Shoes, a family store in the 
Bay Ridge section of Brooklyn, Mr, 
King, who has been 55 years in the re- 
tail shoe business, plana to retire from 
business. 
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Retailers Win in Cooperative Ad Contest at Chicago Fair 
tained a registry book for visiting re- 
tailers. The Sunday issue of the Daily 
advised retailers of the drawing. Win- 
ning numbers, corresponding to the 
numbers in the registry books, were 
drawn by Jaclyn Meyer, chairman of 
the Shoe Fashion Board of St. Louis. 
Arthur Gale, secretary of the St. 


CHICAGO—Three retailers were win- 
ners in a registry-book contest con- 
ducted in conjunction with a cooper- 
ative advertisement by 12 St. Louis 
shoe manufacturers published in the 
Sunday issue of Boor AND SHOE RE- 
corper Shoe Fair Daily during the 
National Shoe Fair here. 


Mrs. H. W. Hahnel of Hahnel’s Louis Shoe Manufacturers Association, 
Shoes, Fort Thomas, Ky., won first witnessed the drawing. 
prize, a Magnavox television _ set. The contest was sponsored by manu- 


Second and third prizes, both a Magna- facturers of these brands: Bare-Foot 


vox pocket-size transistor radio, went Originals, Winthrop Shoes, Heydays 
to Louis Fuller, Famous-Barr Com- Shoes, Nite-Aires, Accent Shoes, Deb 
pany, St. Louis and George Neiters, Shoes, Paradise Shoes, Dress Ups 
Senack Shoes, St. Louis. Shoes, Carmelletes Shoes, Paramount 


Each of the 12 display rooms con- 


Shoes, Delmanette and De Liso Debs. 
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207 Essex Street, Boston 11, Massachusetts 
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Stylist Diagnoses Trends for Spring Selling Season 
BY ELEANOR MAUD RUTTY 


CHICAGO—Shoe styles can be clas- 
sified under three headings, according 
to Marjorie Wilten of Marjorie Wilten, 
Inc., of St. Louis, in her presentation 
of the new DeLiso Debs line recently 
at the National Shoe Fair. 

These are: “Alive with Youth’— 
and that means young at heart of any 
age, she noted—pretty, flattering 
fashions, not extreme and therefore 
volume sellers; “Elegants,” styles for 
those who are ready for something 
new; “The Good Do Not Die Young 
in Fashion,” the big volume group. 






~ STYLE NO. 3001% 
eae 
Squore Toe, 
6% D widths 







IN-STOCK 











Western 5 
True titchdowns. Round, 


edly-built s cn 
; yore, pointed 10es, 
para of patterns and st 
full size range, '° retail as |ow 


os $3.95! 


Sizes 4-8, 8-3, 3-6 


“sn 


BRAND 


New! 2:2. too 







124 









o fast-growing 


Colors were summarized as follows: 
1. Blazer Blue, under the heading 
“Damn Yankee,” a new lighter navy, 
lighter than Flight Blue and intro- 
duced because of the demand these 
past two years for a lighter navy. 
This will sell best to the first two 
groups mentioned above. “The Good 
Do Not Die Young” group will con- 
tinue to buy Flight Blue. A new gray, 
classified as “Johnny Reb,” introduced 
a new fashion neutral. Because of the 
very strong fashion interest in gray 
ready-to-wear for spring there will be 
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many shades in gray leathers. These 
will probably follow the selling pat- 
tern of the beige family, Miss Wilten 
commented; the darker grays will sell 
early—and she suggested gunmetal 
patent for that period—and the lighter 
grays later. These will be very good in 
textured leathers, including Broadtail. 
The lightest grays will be high fashion 
and the “least safe.” 

Volume colors will be black, with 
patent leather leading and Pebble pat- 


ent included, and the _ beige-brown 
range for neutrals. These will sell 
early in the darker shades, with 


Primavera specially noted, and Cocoon 
for the later light beige. 

Textures were discussed by Miss 
Wilten under the heading of “Stop, 
Look and Touch” and strong emphasis 
was laid on these leathers, including 
Peble patent. Smooth calf was also 
emphasized. Great volume potential 
was predicted for straws and four 
types were mentioned: Crystal straw, 
Capri, a lacy straw, most elegant in 
black and volume in white and natural; 
a hand-screened straw for dressy 
wear, and a straw simulating Moy- 
gashel linen which dyes well. 

“Slenderella,” the slender or pointed 
toe look, can be achieved in several 
ways, Miss Wilten pointed out: by a 
very tapered last, a modified tapered 
last and by effect through design 
rather than by the toe character of a 
tapered last. Toplines were discussed 
as dropped, folded and sweater or 
elasticized treatment. 

Finally, “The Jack Pot,” a group 
of fashions were shown which will be 


great sure volume ideas: patent 
leather, all black or touched with 
white; the spectator, touched with 


color or all-white; the beige family; 
the all-white shoe or touched with color 
or black; gentle pastels and potent 
pastels with turquoise, apricot and 
some yellow mentioned, For the much 
talked-of Iris family in ready-to-wear, 
Miss Wilten suggested a gray shoe for 
the lighter Iris shades and white for 
the deeper. A group of “Jester Colors” 
featured multicolor combinations, 
wearable with any number of colors 
in clothes for summer, 

A series specially made for Samuels 
of hammered gold and silver orna- 
ments were shown. Backless mules 
were shown for gaiety and shell 
pumps with very slim but completely 
unbreakable heels “for the heck, the 
fun, the gaiety of it,” 

The cape silhouette is the only revo- 
lutionary idea in Paris fashions Miss 
Wilten noted, Daytime skirts will go 
down an inch or #0; late day skirts 
will be 8 or 9 inches from the ground 
for apring. 


Retires After 51 Retail Years 


Miami Beacn, FLA.—Walter M. 
Beers, Sr. retired after 51 years in the 
retail shoe business. He announced that 
he had turned his store over to his son, 
Walter M. Beers, Jr. and George 
Schader. 
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BostoON—Two speakers, a business 
news expert and the president of a 
large department store chain, told 
management executives attending the 
28th annual Boston Conference on 
Distribution that retailing as a pro- 
fession is not only financially reward- 
ing, comparing favorably with most 
other professions, but interesting and 
challenging, as well. They agreed, 
however, that retailers will not attract 
the kind of brain power they need 
until they do a thorough selling job, 
particularly on the campuses of Ameri- 
can universities and colleges. 

Kenneth Kramer, managing editor 
of Business Week, cited reports he had 
received from senior store executives 
which indicated that salaries and 
hours of work tended to keep many 
capable graduates from seeking jobs 
in the retail field. 

These points also were discussed by 
C. E, MeCarthy, president of the Al- 
lied Stores Corporation. “The subject 
of earnings,” he said, “does not end 
with the starting salary, important as 
it may seem to the recent graduate, 
There is a much more important con- 
sideration of what his earnings will 
be in 5 years, in 10 years, in 15 years. 
My observation is that in terms of 
earnings potential, retailing compares 
with the best. This is not just a point 
of view. It is an observation confirmed 
by the American Management Asso- 
ciation studies of executive compensa- 
tion, and by continuing studies of two 
of the largest general merchandising 
organizations in this country.” 

Meeting the objection that hours of 
work are overly long, Mr. MeCarthy 
pointed out that, “with exceptions, 
executive work in retailing involves 
Saturday work and some night work, 
But it is also true that the store-open 
hours controversy has beclouded the 
issue between store and employee 
hours, beclouded it to the point that 
more shopping hours for the customer 
has been assumed to mean more work- 
ing hours for the employee at every 
level, The fact is that the trend to 
a five-day week, to scheduling time off 
for executives every week, to a definite 


limitation on night work and to a 
limitation on the total executive work 
week, has continued unabated = for 
years,” 
The picture, as Mr, MeCarthy 
painted it in his summary, is thio: 
“There is a substantial college 


graduate market available to retailing. 

“Surveys indicate that there is no 
major prejudice on the part of the 
college graduate toward retailing and 
that what he is looking for from an 
employer in terms of earnings, in- 
teresting and challenging work, op- 
portunity for advancement, continuity 
of employment, ete., ia being fulfilled 
by many retailers and can be by practi- 
cally the entire craft. 

“That inertia with reapect to the 
recruitment of the college graduate 
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Conference Says Retailing Misses Out on College Grads 


seems to be a common ailment of far 
too many retailers. 

“That retailers generally are down- 
right derelict in publicizing the virtues 
of this business. There’s too much 
breast-beating and not enough hard 
selling.” 

Mr. McCarthy recommended that 
retailers develop and maintain good 
relationships with colleges and univer- 
sities; get to know placement officers 
and professors, particularly those con- 
cerned with the teaching of retailing 


UPPERED WITH 


White Shoe Care 
is Easy with 





FREE KLEENETTE FOLDERS 
KLEENETTE UPPERED 


AND 
WRITE A 


SHOES 





YOU CAN SELL MORE PAIRS 


MERCHANDISING 


H 


and marketing; treat the recruitment 
job as worthy of top management at- 
tention, not as just one of the many 
functions of an employment manager 
somewhat toward the end of the col- 
lege year; have store as well as cam- 
pus interviews, and use interviewing 
teams composed of at least one higher 
executive and one successful training 
program graduate, 

“We should,” he said, “make at least 
as strong an effort to sell the benefits 
of a career in retailing as we do to 
sell the merchandise we buy for the 
customer.” 
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Edison Brothers Announces Opening of 10 More Stores 


St. Lovis—Edison Brothers Stores, 
Inc. have recently announced the open- 
ing of ten more stores, including the 
first Baker’s shoe store in the New 
York area. 

Located in the new Roosevelt Field 
Shopping Center, Garden City, L. L., 
the new Baker’s has been reported by 
company officials as having had a suc- 
cessful launching in spite of the fact 
that the adjoining Woolworth’s and 
Kresge stores were not ready and the 
Baker’s store was going it “practically 
alone.” 

“We had all the business we could 
handle, and then some,” said Elmer L. 


Jeffryes, regional manager. “We were 
confident that New York women would 
follow the national popularity of our 
Baker’s stores, but under the condi- 
tions of an incomplete center, the re- 
sponse was outstanding.” 

The new Baker’s was one of three 
Edison Brothers stores opened in the 
Long Island area. The firm also for- 
mally opened a Chandler’s in the Mid- 
Island Shopping Plaza in Hicksville 
and a Chandler’s in the Roosevelt 
Field Shopping Center. 

Elmer L. Jeffryes, with headquar- 
ters in New York City, is regional 
manager for all three stores. Henry 
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Pasch and Virgil Gilger serve as 
managers of the Baker’s and Chand- 
ler’s in Garden City, and John Bayus 
was promoted to the management of 
Chandler’s in Hicksville. All were 
formerly assistant managers with 
Edison Brothers. 

Edison announced plans for several 
additional outlets in the New York 
trading area. In January construction 
will begin on a Fifth Avenue Chand- 
ler’s store. A Baker’s and a Chand- 
ler’s are scheduled to open next spring 
in the Bergen Mall Shopping Center, 
Paramus, N. J., and in Garden City, 
L. I, Later in 1956 the firm plans to 
open a third Chandler’s in the Garden 
State Plaza Shopping Development, 
also in Paramus, N. J. 

A second Baker’s store, located in 
the Swifton Shopping Center, has been 
opened in Cincinnati. The firm also 
operates a Burt’s and a Chandler’s in 
that city. Sheldon Grasgreen, former 
assistant manager in Cleveland, was 
promoted to the management of the 
store. Armand Fontaine is regional 
manager. The new store features free- 
standing elliptically-shaped display 
units, flanked on either side by stone 
piers, 

Other new stores recently opened by 
Edison Brothers in their current ex- 
pansion program include a Chandler's 
in the Seven Corners Shopping Center, 
Falls Church, Va.; a Chandler’s in the 
Utica Square Shopping Development 
in Tulsa; a Baker’s in Whitehaven 
Plaza, Memphis, Tenn.; a Baker’s and 
a Chandler's in the Southdale Shopping 
Center, Minneapolis; and a Baker's in 
Baltimore, its first store in that city. 
The Baltimore Baker's is located in 
the Eastpoint Shopping Center. 

Managers for this group were all 
formerly salesman with Edison Broth- 
ers. The list includes Sam Gerber in 
Chandler's Falls Church; Jack Hulsey 
in Chandler's Tulsa; Roy Bishop in 
Baker’s Memphis; Max Kamel in 
Baker’s Minneapolis; Dewey Greenhoe 
in Chandler’s Minneapolis; and Fred 
Lewis in Baker’s Baltimore, Architec- 
ture in these six new stores is in mod- 
ern urban design, with facades either 
of Plum Valley, Crab Orchard or 
colored Tennessee limestone, Frontages 
run from widths of 35 to 65 feet, most 
of the expanse being taken up with 
glass show windows. 


Shoe Retailers’ Promotion 


Fatt River, Mass.—Shoe retailers 
played an important part in this City’s 
big Fall River Days promotion, Major 
prize for the shoppers was a 1957 Ford 
Custom Tudor Sedan. 

Among the shoe stores using news- 
paper advertising space for the big 
announcement were Pond’s, Cherry & 
Webb Company, J. M. Fields, Lincoln 
Cancellation Shoe Shop, Martin-Sul- 
livan Shoe Store, McWhirr’s, Modern 
Shoe Store, Mongeau’s, Morgan’s, New- 
berry’s, Sears-Roebuck Company, Spen- 
cer Shoes, and Paul Woltman. 
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Designer Holds Store Showing 
Of One-Piece, Seamless Shoe 


PHILADELPHIA—Regi Simone, creator 
of a seamless shoe requiring only a 
single piece of leather, said at a recent 
showing here at the Blum Store that 
the innovation will not be available to 
retailers until January, 1957. 

The new shoe, termed here the newest 
concept in shoe styling, is seamless, 
even to its lining and is achieved with 
a single pleat at the side of the toe. It 
has a smooth, sculptured look with no 
cluttered lines, but rather a “poured- 
on” appearance. This molded, sheathed 
silhouette is underlined by pointed toes 
and stiletto heels. Each one ‘s hand- 
made. 

Mr. Simone said this seamless shoe 





REG! SIMONE 


is a refinement of one requiring two 
pieces of leather which he presented 
earlier this year. 

Though the shoe is available in other 
colors, he feels that the principal colors 
will be light beige and light gray. Many 
of them are two-toned, with a trim of 
sharp color in red or green contrasting 
with light beige or black, 

Mr. Simone studied fashion, and de- 
signed for many leading shoe manufac- 
turers in Europe, including Feragamo 
of Milan, Bata of Paris, and others. 
After working with a few American 
shoe manufacturers such as Evans and 
Herbert. Levine, Mr. Simone opened his 
own shoe firm. He and his sister, Hen- 
rietta, another leading shoe  atylist, 
formed Simone Shoes, Inc., in 1952, in 
New York City. 


Ohio Show November 18 


CoLUMBUS, O, — Plans have been 
completed for entertaining more than 
400 Central Ohio shoe retailers at the 
spring show November 18-20 in the 
Deshler Hilton Hotel, here, 

Al Wilmot, general chairman, said 
about 100 manufacturers will have 
products on display. Sample rooms will 
open Sunday, retailers will be enter- 
tained at a buffet dinner and dance 
that evening, and the buying mart 
will continue until Tuesday afternoon. 

An exceptionally large retailer at- 
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tendance is assured by scheduling the The unique sign, in front of the 
show at peak of the spring buying new store depicts a tree with shoes 
season, said Mrs. Caroline A. Rund, blossoming on it, suggesting to pas- 
secretary of the sponsoring 135-mem- sersby that shoes are so plentiful in- 
ber Ohio Shoe Travelers Club. side the shop they “seem to sprout 
The club stages two shows here {rom trees.” 
each year, Dates already have been The sign, designed by Mrs. Fier- 
selected for the fall mart, to be held man’s nephew, Evan R. Epstein, can 
in Deshler Hilton Hotel next May >be seen for blocks in alternate direc- 


5-6-7. tions, with its flashing red and green 
detiticoncas lights, 

The store will have two managers, 

New Shoe Store Features insuring that the stock will be meticu- 


Ini 8 Tree Si lously kept up-to-date. Mr. Epstein 
Unique hoe Tree ign will be one manager, and Mrs. Fier- 


BIRMINGHAM, ALA.—The Shoe Tree, man’s son, Terrence, will be the other, 
owned by Mrs. Irwin Fierman, opened when he is released as an officer in 
here with colorful ceremonies. the Army Quartermaster Corps. 
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BARIS is the established outlet 


for the country's most famous lines 
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of women's and children's shoes. 
New buys constantly supplement our 
unequalled stocks of high-grade shoes. 


ALL THE NEW COLORS, FINISHES, 
PATTERNS AND DESIRED HEELS. 


1S THE NUMBER 


BE SURE to see the big spread of 
values specially presented by 
BARIS at the 


POPULAR PRICE 
SHOE SHOW 


MEZZANINE LEFT 


Nov. 25-29 







BARIS 


TO SUCCESSFUL OPERATORS-— 





B A R i S This is our 25th 


79-81 READE ST. NEW YORK 7,N. Y. BIG YEAR 
| Cable Address: ALBARISHOE © Phone WOrth 2.5180 
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National Shoe Fair Hits 
New Attendance Mark 
[CONTINUED FROM PAGE 121] 


too low, the goods marked too low 
immediately sells out and merchan- 
dise marked too high causes big re- 
ductions. That, of course, creates a 
poor gross margin.” 

P. G. Winnett, chairman of the 
board of Bullock’s, Inc., Los Angeles: 
“I cannot subscribe to the managerial 


edict that merchandise must not be 
purchased which would carry less than 
a stipulated mark-up. This, it seems 
to me, would restrict a buyer’s free- 
dom of action to the point where he 
would pass up saleable merchandise 
and weaken his general initiative. 
“The plan we operate under is one 
which gives a very high degree of 
individual autonomy to the buyer. This 
is accomplished by limiting the classi- 
fication of merchandise bought by each 
buyer to a specific type, size, price 


Sour Snvitation, (iv. 





While at the PPSSA Show, come and see 
our enlarged and attractively-decorated, 
modern showrooms. 


Find out why 


SEBAGO-MOC 


... is America’s fastest-growing line! 


If you can't come to the show, send for Sebago-Moc’s 


new catalog. 


SEBAGO-MOC COMPANY _westsroox, maine 
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bracket, or some other limiting fac- 
tor.” 

Edward N. Allen, president of Sage- 
Allen, Hartford, Conn., felt that 
though an overall mark-up must be 
maintained above expenses or there 
would be no profit, that the attainment 
of an average is accomplished by sell- 
ing many things below the average 
and many things above. “Oftentimes, 
a small increase in volume at a lower 
mark-up results in greater profits, the 
ultimate aim of any business.” 

Alfred C. Thompson, vice-president 
and general manager of Miller & 
Rhoads, Richmond, Va., said, ‘“Re- 
cently we took a questionnaire survey 
of our customer traffic in the store. 
We discovered that less than one fifth 
of our customers came... in response 
to an advertised merchandise promo- 
tion... the great majority came be- 
cause they had specific merchandise 
needs in mind and thought those needs 
could best be satisfied in our store... 
I know bargains have a terrific ap- 
peal, but much of this so-called regular 
traffic had been impressed by sound 
values and by a notion that they 
could find what they wanted.” 

Other points made at the sympo- 
sium: 

A narrowing of resources will re- 
duce variations and effect a more 
satisfactory inventory control. 

The National Research Foundation 
revealed that a majority of the stores 
they contacted indicated that 50 per 
cent of their traffic requested specific 
branded merchandise. 

Style is a vital 
men’s shoes, 

Fifteen of the nation’s top retailers 


factor in selling 





NSMA Elects Board 


Fourteen shee manufacturers were 
elected to serve on the board of direc- 


tors of the National Shoe Manufac- 
turers Association, 
Directors for three years are A. 


W. Berkowitz, Bourque Shoe Company, 
Raymond, N. H.; Fred W. Curtis, 
Curtis ~ Stephens - Embry Company, 
Reading, Pa.; Harvey B. Evans, L. 
B. Evans’ Son Company, Wakefield 
Mass.; Charles F, Johnson, Jri, Endi- 
cott-Johnson Corporation, Endicott 
New York; Vergil Lipscomb, Town 
and Country Shoes, Sedalia, Mo.; 
Henry H. Rand, International Shoe 
Company, St. Louis; Louis H, Salvage, 
Louis H, Salvage Shoe Company, Inc., 
Boston; Richard N. Sears, Bates Shoe 
Company, Webster, Mass; William D. 
Sweasy, Red Wing Shoe Company, Red 
Wing, Minn.; John B, Goldenberg, 
Brooks Shoe Manufacturing Company, 
Philadelphia; Fred J. Weber, Weber 
Shoe Company, Tipton, Mo, 

Director for two years is William 
KE, Freeman, Freeman Shoe Corpora- 
tion, Beloit, Wis. 

Directors for one year are Donald 
Bartley, Nunn-Bush Shoe Company, 
Milwaukee and Jack Sandler, A, Sand- 
ler & Company, Boston, 
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received special awards from Paul O. 
MacBride, chairman of the National 
Shoe Fair, as winners in the 1956 
Retail Achievement Contest. 

Each submitted portfolios contain- 
ing photographs, promotion brochures, 
advertising tearsheets, and _ other 
evidence of their programs. Awards 
were made on the basis of participa- 
tion in community and civic affairs, 
employe training programs, window 
and interior displays and sales achieve- 
ments, 

Winners are James M. Hildebrandt, 
of Dyers Shoe Store, Madison, Wis.; 
Franklin Weaver, Farr’s, Inc., Allen- 
town, Pa.; Stanley Milestone, Guild 
House, Winston-Salem, N. C.; Sid 
Brouse, Lazurus, Tulsa, Okla.; Albert 
H. Manss, Manss, Nashville, Tenn.; 
Clyde T. Barnes, Schumacher’s Boot 
Shop, Milwaukee; Martin Shapiro, 
Shapiro’s Children’s Shoes, Philadel- 
phia; Vincent C. Egbert, Egbert’s 
Shoe Store, Bozeman, Mont.; Karl 
Sternberg of the Fair Store, Belen, 
N. M.; Hadley Brown, Johnson Shoes, 
Enid, Okla.; H. L. Coffman, Rodgers 
Shoe Company, Bloomington, Ill.; Ed- 
ward Sandler, Ed. Sandler, Belmont, 
Mass.; Saul Marmer, Marmer Shoe 
Store, Cincinnati; Hollis FE. Warrick, 
Warrick Shoes, Alva, Okla., and W. 
M. MacLean of Jenkintown, Pa. 

The 13 Star Shoe Salesmen for 1956 
selected in a nationwide contest in 
cooperation with the National Shoe 
Fair and by leading American shoe 
manufacturers, are Herbert E, Brown, 
of Irving, Tex., representing Pfeif- 
fer’s, Ine., Worcester, Mass.; Colum- 
bus Blevins, of Baileysville, W. Va,, 
representing The Wolverine Shoe and 
Tanning Corporation, Rockford, Mich.; 
Ludwig Broderick, of Sunnyside, - N,. 
Y,, representing Five Star Footwear, 
Long Island City, N. Y.; Vincent Bush, 
of Atlanta, representing Oomphies, 
Ine., New York City; Michael S, Gar- 
ry, representing the Freeman Shoe 
Corporation, Beloit, Wis.; Harry S, 
Glassman, of North Hollywood, Calif., 
representing Bates Shoe company, 
Webster, Mass.; Walter Goldman, of 
Clayton, Mo., representing Penobscot 
Shoe Company and Old Town Shoe 
Company, Boston; Rufus R. Johnson, 
of Memphis, Tenn., representing Hey- 
days Shoes, Ine., of St. Louis; Leo 
Menaker, of Chicago, representing the 
American Girl Shoe Company of 
Boston; W. F. Richter, of Chicago, 
representing the Trimfoot Company, 
Farmington, Mo.; Melvin Finger, of 
Hull, Mass., representing Hussco Shoe 
Company, New York City; Carl Ver- 
burg, of Rockford, Mich,, representing 
the Leverenz Shoe Company, Sheboy- 
gan, Wis., and Joseph A. Vogel, of 
Pittsburgh, representing the Work 
Shoe division of the Wolverine Shoe 
and Tanning Corporation, 

L. E. Langston, retiring executive 
vice-president of the National Shoe 
Retailers Association, waa presented 
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with a desk clock by the Shoe Fair 
Committee as a mark of esteem for 
his contributions to the Fair since its 
inception. George Gayou, general man- 
ager of the Fair, was presented with 
a portable television set by the com- 
mittee in recognition of years of capa- 
ble management of the Fair. A vote of 
thanks went to Paul MacBride, retiring 
chairman, for filling in so ably after 
the death of Max Brauer. 

The National Shoe Fair will be held 
in 1957 from October 27 to 31, October 
26-30 in 1958 and October 25-29 in 
1959. 






playmate... 
abig volume 
builder any time 


sandy... 
classic 
open-toe 








Another Shoe Box in Houston 


Houston—The Shoe Box has opened 
its second store here in the Hermann 
Professional Building. Owner William 
F. Douglas said the new store was 
opened there so it could be near the 
Texas Medical Center to handle spe- 
cial prescriptions for shoes. 

The first Shoe Box opened in Hous- 
ton five years ago. It offered comfort- 
fitted shoes for adults and children. 


Douglas reported there was so much 
young business that it “crowded the 
adults out,” 
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New York... 628 Marbridge Building 
Dollas.. . 6-133 C Merchandise Mart 
Seattle... 222 Terminal Sales Building 





For fast selling, feature these 
favorite Trimfoot sandals. 


Sizes 3 to 12 to retail from $2.98 
Sizes 12V% to 3 to retail from $3.98 


Send for Trimfoot Catalog 

for Spring-Summer 1957, the most 
comprehensive shoe catalog 

in the infants’ toddler and children’s field 


COMPANY 


Trimfoot Terrace + Farmington, Mo. 
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STYLE 9088 


Thermo - Insulated 8" 


Boot for work or sport. 
Brown chrome oil-tan- 
ned uppers Cushion 


e. Putty cork sole. 


hree layers of insula 
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AMERICA’S GREATEST VALUES 


in JOB DESIGNED 


BOOTS & SHOES for WORK & SPORT 


For your greater profit . . 


. faster turnover—a complete 
line of JOB-DESIGNED footwear to meet the require- 
ments of every occupation, and retailing at popular 
rices! No lost sales—fast replacement service from 
ies In-Stock department—and the consistent repeat 
volume that quality develops . . . these are your advan- 
tages with JOHN ADDISON. WRITE TODAY FOR 
ELABORATE IN-STOCK CATALOG! 








AT THE PPSSA 
HOTEL NEW YORKER 
ROOMS 


544-545 











JOHN ADDISON FOOTWEAR, Inc. 
MARLBORO, MASS. 
+ COMPLETE IN STOCK LINE FOR “AT ONCE” DELIVERY + 
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Two of the most famous windows in the world, Macy's at Broadway, used displays 
like this to proclaim a store-wide shoe fair, Held in cooperation with the Leather 
Industries of America, the fair also employed fashion shows and 26 pages of 


newspaper advertising to draw record crowds. 


Macy's Roosevelt Field store 


at Garden City, L. |., also took part. 





Potter Shoe Observes Birthday with Promotions 


CINCINNATI—The Potter Shoe Com- 
pany has begun a promotion program 
of providing the first pair of infants’ 
shoes to all babies of Greater Cincin- 
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nati born here on November 1, Dis- 
tribution is arranged through the co- 
operation of maternity ward personnel 
in 11 local hospitals. 
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The device is part of Potter’s nine- 
teenth anniversary celebration. It is 
part of a month-long observance which 
began with “Thank You” sales, High- 
lighting the celebration is an exhibit 
of original art, “Shoes Around the 
World,” displayed at Potter’s Fountain 
Square store beginning November 15, 
The colorful exhibit is featured in the 
current issue of Haquire magazine. 

Another promotion device is the es 
tablishment of an annual teenage schol- 
arship award, which will be granted to 
one student each year who displays an 
interest in adopting retailing as a ca- 
reer, 

The award will be made in the name 
of the late James Potter Orr, immediate 
past president of the Potter Shoe Com- 
pany and father of Edward C. Orr, 
present head of the shoe retailing firm. 


New Strap Sandal Added 
To Plastic Beach Clogs Line 


Cuicaco—A new strap sandal has 
been added to the line of plastic beach 
clogs featured by Nu-Dell Plastics 
Corporation, The flexible clogs are 
offered as an extra sales item, which 
can be sold over-the-counter by shoe 
retailers. The mule style has been re- 
tained in the line. The clogs are avail- 
able in three styles for women, two for 
children, and four for men, They come 
in a choice of three colors and each 
pair is individually packaged in poly 
ethylene bags. 
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ARTHUR GOLD 


New YorK—The appointment of 
Arthur B. Gold as merchandise mana- 
ger of Miles Shoes was announced 
recently by Spencer D. Oettinger, ex- 
ecutive vice-president of Miles Shoes, a 
division of Melville Shoe Corporation. 

Mr. Gold joined Miles as an extra 
20 years ago and was successively 
store manager, merchandise assistant 


Miles Shoes Makes Two Appointments 





HARRY COHEN 


and women’s shoes buyer, which was 
the position he held when he was ad- 
vanced to his new appointment. 

It was also announced that Harry 
D. Cohen has joined Miles Shoes as 
buyer of women’s dress shoes. Mr. 
Cohen was a buyer of women’s shoes 
for a number of years, prior to his 
joining Miles. 





Number of Shoe Stores in New Miami Center 


MIAMI, FLA.—At least six shops will 
be devoted to shoes in the new $15,000,- 
000 168rd Street Shopping Center, 
which opened November 1. In addition 
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Style 2610 UL 
Supremely comfortable, 
durably built to retain its 
elegant beauty 

through the years 


Style 2780 F 
Perfectly mated 

to MILWAUKEE'S 
distinguished choirs 
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there are several shops carrying shoes 
as a side line. All these shops have 
no parking problems to contend with 
for free parking space has been set 


up for about 12,000 cars a day—4,000 
can be parked at a time. Almost 50 
shops, including several department 
stores, are located in the shopping 
center. 

Among the shoe dealers locating 
there is Burdine’s, the largest depart- 
ment store south of Washington, with 
several fine shoe departments. Rich- 
ards, another big department store and 
having several shoe departments, will 
be opened within a short time. Their 
place is not quite ready for opening. 

It is a new opening for the Chand- 
ler’s, their first shop in the Miami area. 
A second is planned for an early date. 
Their shops are scattered across the 
country. 

A. S. Beck has a beautiful salon in 
the shopping center. Jules Glickman is 
manager. 

Schiff’s, with shoes for the entire 
family, opened also. The J, C, Penney 
Department Store is the largest in its 
chain in the state. William R. Thayer, 
formerly of Ft. Worth, Tex., will serve 
as manager. 


Plan New Drive-In Unit 


KANSAS CITY, Mo.—Edward Long 
has begun construction of a 10,000- 
square-foot building here and has 
leased ground floor space to Midwest 
Drive-In Shoe Stores, Inc., for that 


firm’s eighth metropolitan Eansas City 
unit. The new building will be ready 
for occupancy about January 1, 1957. 





Shoe selling success and MILWAUKEE furniture 
go hand-in-hand. Modern selling calls for 
the best in modern design, and MILWAUKEE 

delivers the bes? in refreshing style, 

peerless construction and the kind of 
comfort that encourages shoe buying. You 

get the best store furniture creations 
from MILWAUKEE—and it COSTS NO MORE... 


WRITE FOR OUR ILLUSTRATED BROCHURE 


MILWAUKEE CHAIR COMPANY 
MILWAUKEE 46, WISCONSIN 
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This display by Strouss-Hirshberg Company, Youngstown, O., won first prize for 

cities with less than 250,000 population in a national contest for window displays 

of sports and spectator shoes conducted by The Nettleton Company. Earle W. 
Pratt is display director for Strouss-Hirshberg. 


Syracuse, N. Y.—Winners of the na- 
tional contest for window displays of 
Nettleton sports and spectator shoes 
were announced here by John A. Lemly, 
advertising manager of the Nettleton 


Show of America 
New Yorker Hotel — 
Room 1003 
November 25th to 29th 
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Company. 

Four prizes of government bonds and 
a number of supplementary awards 
went to the winners selected from more 
than 100 shoe retailers who submitted 


photographs of their displays. 

A $100 bond, first prize for stores 
in cities of more than 250,000 popula- 
tion, was awarded to Glenn Baugh, dis- 
play director of Silverwoods, Los 
Angeles. The winning display repre- 
sented the “19th hole” at a golf club, 
in which “Mr. Net,” famous picture- 
frame-faced advertising symbol for 
Nettleton Shoes, was surrounded with 
a handsome selection from the season’s 
line. 

Second prize in the same category, a 
$50 bond, went to Richard J. Wassel, 
display director of C. N. Vicary Com- 
pany, Canton, O. 

Supplementary prizes were awarded 
to Warren Johnson, Men’s shoe buyer 
for Silverwoods, and to Amos Hensley, 
Vicary buyer. 

Similar awards, for cities of less than 
250,000 population, were presented to 
Earle W. Pratt, display director of 
Strouss-Hirshberg Company, Youngs- 
town, O., and L. Vilimas of H. & S. 
Pogue Company, Cincinnati. Mr. Pratt’s 
$100 bond-winning window depicted a 
“Men’s Locker Room,” in which an 
orderly presentation of many styles was 
cleverly arranged. The Pogue window 
displayed various styles for the “vaca- 
tioner,” “urbanite,” and “exurbanite.” 
C. K. Sweeney and E. J. Massa, buyers, 
earned the supplementary awards. 

Additional awards were made to 
Greenfield’s, St. Louis; MeClurkan’s, 
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Wichita Falls; Jacob Reed’s Sons, 
Philadelphia; Dan A. Donahue, Schen- 
ectady; Robert Noble, Inc., Atlantic 
City; B. Rich’s Sons, Washington, 
D. C.; and Reed’s Clothes, Inc., Albany. 





This window display, representing the 
"19th Hole" at the local golf club, 
earned first prize for best displays in 
cities of more than 250,000 population 
conducted nationally by The Nettleton 
Company. The window was created for 
Silverwoods, Los Angeles, by display di- 
rector Glenn Baugh. 


The window display contest, the first 
launched nationally by Nettleton, tied 
in with a Sports Illustrated campaign 
for Nettleton’s sports and spectator 
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shoes. Blow-ups of Sports Illustrated 
covers were provided to more than 1,000 
Nettleton retailers throughout the coun- 
try, as were eye-catching illustrations 
featuring Mr. Net. The contest was 
created by the Lawrence C. Gumbinner 
Advertising Agency, New York City, 
Nettleton’s agency. 

The sales theme employed in all dis- 
plays was “One man in the summer 
plays many parts... and enjoys them 
more in Nettleton Shoes.” 


Shoe Firm, 144 Years Old, 
Enlarges Its Selling Area 


PROVIDENCE, R. I.—Burrell-Sullivan 
has moved from 167 to 206 Westmin- 
ster Street, enlarging its selling area 
from 800 to 1,200 square feet. The in- 
creased space is made possible by a 
balcony which is used for office pur- 
poses. For the first time in the history 
of this 144-year old business, it is sell- 
ing children’s shoes. In charge of Mrs. 
Delia Belleveau, this department fea- 
tures nationally advertised shoes in a 
price range of $4.95 to $8.95. 

Two other important changes in- 
clude the addition of sport and casual 
shoes at $7.95 and $8.95 and a line of 
high-styled women’s shoes. This store 
previously has specialized in conserv- 
ative styles for women. The price range 








0223 


~two -threé ~ 


—— 
— 


7156 


/ ale / See 
ae me J / =—~ 
\ = 


on women’s shoes ranges from $9.95 to 
$19.95. 

Men’s shoes, which have always been 
a large part of the store’s business, 
now range in price from $12.95 to 
$24.95. 

The long history of the store is em- 
phasized with full color canvases fea- 
turing ladies of 1812 holding Burrell- 
Sullivan boxes. There are several 
groups of these nineteenth century 
ladies, each linked with the other by 
painted ribbons bearing the store name. 

Color scheme of the store is gray and 
coral. Carpeting and walls are gray. 
There are six double settees in coral 
plus four coral and 17 gray chairs. 

The new store was introduced with 
newspaper advertising, radio spots, and 
12,000 post cards reproduced in hand- 
written form. Cards offered a 10 per 
cent discount for a limited time. 

The introductory program was fol- 
lowed with teaser-type one-column 
four-inch newspaper ads _ featuring 
each employee in turn. 

Burrell-Sullivan is owned by Edward 
J. Burrell and his son, E. William Bur- 
rell, 

When Mr. Burrell took over this bus- 
in 1938, it was located at 159 
Westminster Street, a location it occu- 
pied from 1900 to 1951. When part of 
that building was condemned, he leased 
the store at 167 Westminster Street. 
The latter was condemned in 1954 after 
the disastrous city-center floods. 
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Color and excitement in a retail range 
of $4.98 to $7.95 
0223 Black, brown, brown 
and white. Infants’ 
RE aT Black patent leather, 


black insert, silver trim, White, 
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BABY ook. white insert, gold trim 
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a ~~ ene” Gail 4412 Youths’ black tassel 
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f + iow 7156 Black, natural and 
white mesh. Childs’ and misses’ 
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Spring Arrivals 
Spring-fresh! Exciting! Eye-catching! 


A complete selection of shoes for tots to 
teens that will have all the parents talking 
and that's where your sales are made! 


® Backed by National advertising 
® Commended by Parents’ Magazine 


® Complete in-stock service 
Don't miss out on this fine, fresh line 
that will multiply your sales, boost your 
profits, and add greatly to 
your Store's prestige. 


STOCK THE SHOES THAT PARENTS CHOOSE 
~~ THE IDEAL LINE FOR LEADING STORES. 





Division of Mid-States Shoe Co, 


“ IDEAL SHOE MFG. CO. pisic! ak 
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This window in Peck's Department Store, Kansas City, Mo., is a simulated shoe 
salon complete with fitting stools, stock, and mannequin-customers, proving that 
the store's interior can be a striking display in itself. The window, which featured 
Air-Step Shoes, attracted much attention from sidewalk shoppers. 





Downtown Shoe Stores Join Cooperative Promotion 
Rocuester, N. Y.—Sixteen shoe hundreds of places to shop, over 16,000 


stores here were part of a group of 
about 150 business concerns which 
used a full-page advertisement to boost 
downtown shopping. 

“Downtown Rochester is family shop- 
ping at its very best,” the ad asserted, 
pointing out that downtown offers a 


parking spaces, greater variety—tens 
of thousands of products to choose 
from, complete banking, insurance, 
hotel, restaurant and theater facilities, 
and experienced, helpful salespeople. 
Joining in the group effort were sev- 
eral shoe retailers who operate one or 


complete selection for the entire family, more suburban branches in addition 





TO BENEFIT THE WEARER 


* your answer fo repeat sales with 


—~ Bainflex 


INNERSOLES 


The Bainflex Innersole is the result of years of research 


and testing to provide at moderate cost an all leather-fibre 


insole. Lightness, Flexibility, Comfort and Uniformity 


MADE age ; “Ye ai * 6 . Nes rT . 
ety, are assured in every pair .. . the answer to repeat sales. 
Let your satisfied customers be your best sales force. 


There is NO OTHER insole like BAINFLEX 







CORPOR ON 


19 CHESTNUT ST., CAMBRIDGE, MASS. * TRO 6-7231 








134 





to their downtown stores. 

Most of the big shoe stores in the 
central business district believe they 
will be able to maintain a fair share 
of the area’s business despite the open- 
ing of scores of shopping centers, large 
and small, during the last few years. 

However, sales of children’s shoes 
have dwindled downtown as more and 
more juvenile shoe stores have been 
opened in residential and suburban 
sections. 





National Shoes, Inc., Opens 


129th Unit in Long Island 


Bay SHore, N. Y.—National Shoes, 
Inc. opened its 129th outlet November 
1, at the new Great Bay Shore Shop- 
ping Center here. 

Coming in the wake of the new Na- 
tional Shoes store opened at the Mid- 
Island Shopping Plaza in Hicksville, 
the Bay Shore store will be the com- 
pany’s 28th on Long Island. 

The new store utilizes displays, 
show cases and accessory counters 
which bring nearly all of the stock in- 
to open view. With a large inventory of 
sizes for each style, self-selection by 
the customer is made possible to a 
larger degree than ever before. 

Decorated in pastel colors and air- 
conditioned, shopping areas are ar- 
ranged by men’s, women’s and chil- 
dren's categories. 

Marvin Greenwald, of Lindenhurst, 
L. L., is manager of the store. Norman 
Holtzer of Huntington Station, L. L, 
is assistant manager. 





Much Photographed Shoe 
Store Sign in Austria 








as 
& ; 
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This is claimed to have been the world's 
most photographed shoe store in 1956. 
The reason? In a house on the opposite 
side on Getreidegasse in Salzburg, Aus- 
tria, music's greatest genius, Mozart, 
was born 200 years ago. Decorative 
store signs along the entire length of the 
street, of which the shoe store sign is 
typical, were a popular subject for 
tourists’ cameras during the Mozart bi- 
centenary. Salzburg's renown for leather 
goods brought record business. 


Boot and Shoe Recorder 


Be sia ar 


te aa 











IS and Temple University 
Co-Sponsor Shoe Courses 


BostoN—Independent Shoemen held 
its Regional New England meeting 
here at the Parker House. Ben L. 
Finn, executive director of IS, acted 
as co chairman with Philip B. Bayes 
IS director in the New England area. 

Mr, Finn announced that a series 
of aids to the shoe retailers will kick 
off with a jointly sponsored course on 
shoe retailing and shoe therapy by IS 
and Temple University of Philadel- 
phia. He will be the coordinator of the 
course. 


The hotel will be either the Am- 
bassador at Atlantic City, or the 
Adelphia in Philadelphia, depending 


largely upon the answers to a ques- 
tionnaire recently sent out by the IS 
office. 

The course will be a two-day week- 
end course, starting with a reception 
on Saturday evening. Lectures will be 
held Sunday from 8 A.M. to 4 P.M. 
and on Monday from 8 A.M. to 12 
noon. Then a review and panel discus- 
sion group meeting from 2 to 4 P.M. 
Leaders in the shoe industry will lecture 
and be guest speakers. 


Felser Adds Department 


BALTIMORE—Felser Brothers, Inc., 
Maryland chain of family shoe stores, 
opened a new shoe department in the 
Harris Department Store here. The 
department will occupy 2,000 square 
feet of selling space on the first floor. 
The announcement was made by 
Charles E. Stallman, Felser manager. 








Former Employe Purchases 
Millers’ Footwear in Indiana 





Robert E. Howard, owner of the Family 
Shoe Shop and Roberts' Shoes, Elkhart, 
Ind., announced the purchase of Millers’ 
Footwear in Goshen, Ind. Millers’ Foot- 
wear has been a family type shoe store 
for more than 40 years and was found- 
ed by Royal D, Miller. Mr. Howard 
started selling shoes in this store in 
1934, and has been associated with 
B. Nelson Company, White Plains, N. Y., 
R. H, Macy Company, New York and 
with the International Shoe Company, 
St, Louis, 
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Financial News 





Goodyear Tire & Rubber 
Reports Record Earnings 


AKRON, O.—A _ new high record in 
earnings was established by The Good- 
year Tire & Rubber Company in the 
first nine months of this year, Chair- 
man P. W. Litchfield and President 
E, J. Thomas announced. Nine months’ 
sales topped the billion-dollar mark 
for the second year in a row, but were 
slightly below last’s year’s all-time 
high for the period. 

Ustimated net income for the nine 
months ended September 30 increased 
38.9 per cent to $45,349,415 equivalent 
to $4.46 per share on outstanding com- 
mon stock. This compares with $43,- 
659,198, or $4.30 a share, for the cor- 
responding period a year ago. 

Consolidated net sales totaled 
$1,010,571,802 for the first nine months 
of 1956, compared with $1,025,447,705 
last year. Estimated income before 
taxes totaled $94,753,415, against $93,- 
957,193 in the corresponding 1955 per- 
iod, Provision for U. S. and foreign 
income taxes amounted to $49,404,000, 
compared with $50,298,000 a year ago. 

Directors of The Goodyear Tire & 
Rubber Company declared the regular 
quarterly dividened of 60 cents per 
share, payable December 15 to stock- 
holders of record November 15, and 
an extra dividened of two per cent 





in shares payable December 20 to stock 
of record November 15. 


National Shoes Reports 
Record Sales and Income 


NEw YorK—The highest sales and 
income in company history were at- 
tained by National Shoes, Inc., in the 
year ended July 28 last, according to 
the company’s annual report mailed to 
stockholders. 

Sales for the year totaled $21,265,- 
409, a gain of 8.75 per cent over the 
1955 fiscal year’s $19,555,135, while 
net earnings rose to $620,520, an in- 
crease of 20.2 per cent over the pre- 
ceding year’s $516,340, Louis Fried, 
president, reported in his letter to 
stockholders. Net profit per share of 
common stock rose from 90 cents to 
$1.09. 

The company operates 121 stores in 
New York, New Jersey, Connecticut, 
Massachusetts and Maryland, repre- 
senting an increase of 20 outlets since 
the end of the 1955 fiscal year. 

The company was organized as a 
corporation in 1984, after 10 years as 
a 12-store partnership comprising Mr. 
Fried, Mac Siegel (now secretary 
treasurer) and the late Joseph Siegel, 
all of whom had had extensive shoe 
experience previously. It became a 
public corporation on August 1, 1955. 


DO YOU KNOW WHY 
25 shoe and leather firms 


have opened branch plants in 


| Puerto Rico? | 





cr---- CT: FREE BOOKLET TO MANUFACTURERS - — — ——— — 4 
| 
| Commonwealth of Puerto Rico, Dept. BS-63 
| Eeonomic Development Administration | 
| 579 Fifth Ave., New York 17, N. Y. | 
1 Send me “Facts for the Manufacturer” with information about my particu | 
7 lar industry. 
Name Title 
j Company | 
| Address | 
| Product | 
| | 
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Melville Sales Up From 1955 


New York—Retail sales of Melville 
Shoe Corporation for the four weeks 
ended October 27, 1956, were $8,403,- 
955, compared with $7,829,553 for the 
like four weeks a year earlier, an in- 
crease of 7.3 per cent. For the year 
to date, January 1 through October 27, 
sales aggregated $89,227,680, com- 
pared with $83,144,767 for the like 
period of 1955, an increase of 7.3 
per cent. 


U. S. Rubber Net Profit 
Running Ahead of Last Year 


New York—Net profit for United 
States Rubber Company was $23,453,- 
685, equivalent to $3.61 a share of 
common stock for the first nine months 
of 1956, H. E. Humphreys Jr., chair- 
man, reported to stockholders. 

Net profit for the same period last 
year was $22,290,861, equivalent to 
$3.40 a share of common stock after 
deducting hurricane flood losses 
amounting to $5,090,285 or 94 cents 
a share, Mr. Humphreys said. These 
earnings figures are based on total 
shares outstanding after a two per 
cent stock dividend paid last December. 

Net sales for the nine-month period 
were $675,147,998, compared with 
$688,775,620 for the same period last 
year. Net profit was equivalent to 3.5 
per cent of sales compared with 3.2 
per cent in 1955, 

Net sales for the third quarter of 
1956 were $211,052,544, compared with 
$231,736,559 for the same period in 
1955. Net profit for the quarter was 
$4,794,579, equivalent to 64 cents a 
share of common stock. Net profit for 
the same period of 1955 was $3,285,- 
398 or 37 cents a share of common 
stock after deducting flood losses. 
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DISTRIBUTED IN 
ALL PRINCIPAL CITIES 
INCLUDING CANADA 


REG. U.S. PAT. OFF. 
SATIN LABELS 
MADE EXCLUSIVELY BY 


Meyer Label Co., Inc. 


NEW YORK 3, N. Y. 
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Obituaries 





Harold A. Read, Sr. 


BINGHAMTON, N. Y.— Harold A. 
Read, Sr., head of the Read Shoe Co., 
operator of leased departments in 
New York State and Pennsylvania, 
died unexpectedly at this home here 
November 2. He was about 65. 

Mr. Read had been a shoe retailer 
ever since World War I. He founded 
the Read Shoe Company in 1923. He 
was a Mason, a member of the Bing- 
hamton Exchange Club, a director of 
the Volunteers of America, and a 
member of American Legion Post 80. 

A son, Harold A. Read, Jr., and a 
brother, Maro M. Read, are associated 
with the firm 

Other survivors are his widow, 
Bertha; a daughter, Mrs. Robert G. 
Adams of Clarks Summit, Pa.; a sis- 
ter, Mrs. V. D. Schafer of Fulton, and 
seven grandchildren. 


John H. Schmanke 


ROCHESTER, N. Y. — John H. 
Schmanke, 76, founder of Schmanke’s 
Boot Shop, one of the largest neighbor- 
hood shoe stores in the state, died re- 
cently in Northside Hospital following 
a stroke. 

Mr. Schmanke opened his first shoe 
store in Rochester in 1915 at the age 
of 23. 

The firm was one of the first of the 
Brown franchise stores. J. Ottman 
Schmanke, a son, has been associated 
with the business for several years. 

Other survivors include a son, a 
daughter, a brother, and 11 grand and 
great-grandchildren. 


IE 


Boyd W. Kirkland 


KENTON, O.— Boyd W. Kirkland, 
owner of the Kirkland Bootery here 
and a well-known figure in the cor- 
rective footwear field, died recently in 
Hardin Memorial Hospital, Kenton, 
from a heart attack. He was 68. 

Mr. Kirkland began his merchan- 
dising career at Hudson, Ind., in 1903 
with his father. He took over man- 
agement of the family store in Kenton 
in 1913. From 1916 to 1925 he was the 
southern Illinois road salesman for 
the B. F. Goodrich Rubber Company. 
Upon his father’s retirement in 1930, 
he bought the entire operation and 
continued its management until 1955 
when his son, Carl C. Kirkland, as- 
sumed the management of the store. 

Mr. Kirkland was active in com- 
munity work, having worked on the 
building program of the hospital in 
which he died. He was a 32nd Degree 
Mason. 

In addition to his son, he is survived 
by his widow, Ethel, one brother and 
two sisters. 


Murray E. Levine 


New York-—-Murray E. Levine, who 
seven years ago joined the sales staff 
of the O. A. Miller Company, branch 
of the United Shoe Machinery Corpo- 
ration, died November 6, at the age 
of 62, 

Originally he represented O. A. Mil- 
ler in a territory comprising metropoli- 
tan New York, New Jersey, Philadel- 
phia and Washington. More recently, 
however, he had confined his activities 
to metropolitan New York and New 
Jersey. 


YOU ASKED FOR... AUTOMATIC DISPENSING 





BETTER STICK 
NON-STAINING 
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shoe stores, drive-ins and 


We Offer Quality Jobs, ‘Cancellations 
and Closeouts in Branded Footwear to 





New York PPSSA—New Yorker—Nov. 25-29 


In Attendance: M. K. Weil, Paul Sigan, Abe Eisner, Jesse Plotkin, Bob Weil 





for values! 


shoe promotion buyers 





Open a Cancellation Shoe Store in Your Town 





Our New Store Consultants Will Help You Set Up a Profitable Operation 


Louis A. Miller 


DayTON, O.—Louis A. Miller, who 
was a shoe buyer with Elder and 
Johnston Company, here for 87 years, 
died recently in St. Elizabeth Hospital. 
He was 76, 

At the time of his retirement in 
1946, he was a member of the board 
of directors of the Elder and Johnston 
department store and merchandise 
manager of its shoe division. He had 
joined the firm as buyer of women’s 
shoes. Previously, he had been chil- 
dren's shoe buyer for the old DeWeese 
and Bidelman Company also of 
Dayton. 

Born in Germany, Mr. Miller had 
resided in Dayton 62 years. He was 
a charter member of Corpus Christi 
Church and its Holy Name Society and 
a member of the Knights of Columbus, 
Dayton Council 500, the Fourth Degree 
Assembly, St. Joseph Orphan Society 
and the Elder and Johnston Company 
25 year Club, 

Surviving are a daughter, Mrs, 
Oscar Focke, and two sons, Norman L, 
and Dr. Richard C, Miller, all of Day- 
ton; a sister, Mrs, Anna Hasselman 
of Donnelaville, O.; a brother, Joseph, 
of Dayton; and eight grandchildren, 


J. Harry O'Neill 


LMiInA, N, Y.-J, Harry O'Neill, 
well known Elmira shoe salesman and 
store owner, died Oct. 28, at the age 
of 72. 

Mr, O'Neill was the proprietor of 
O'Neill’s Shoe Store until his retire- 
ment due to ill health in 1945, A native 
of Powell, Pa., he moved to Elmira 
at the age of 12, attended local schools 
and was graduated from Elmira Free 
Academy. 

Mr, O'Neill began his career as a 
shoe salesman in 1902 and was em- 
ployed in several Elmira stores—much 
of the time at Gosper-Kelly Inc,—for 
many years before opening his own 
atore in 1940, 

He was active in the management 
of the store until his retirement, It 
has since been managed by a brother, 
Francia J, O'Neill, 
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Our prices on fine shoes, 

bought direct from the best known 
makers are in line with our 
nationwide reputation 


Quality Shoes Since 


EIL Shoe 


“While 


Company 


» Town See Weil 


M..K. 


1215 Washington Ave., Saint Lovis 3, Mo 


Sample Rooms: Los Angeles * New York 


s New 





Peek-A-Boot Introduces 
New Retail Display Rack 


Los ANGELES—Peek-A-Boot, Inc., an- 
nounced it would make available wire 
display racks with orders received after 
October 20. They are to be given to re- 
tail outlets ordering a specified mini- 
mum number of dozen pairs, and will 
be shipped prepaid with orders from 
Los Angeles. 





This display rack, equipped with rubber 

tires for easy movement, is being made 

available to retail outlets by Peek-A- 
Boot, Inc, 


Designed to hold six and one-half 
dozen pairs of Peek-A-Boots, the racks 
are made of heavy gauge, galvanized 
after wire. Rubber tires permit easy 
movement to traffic areas when weather 
gets wet, and three stainless steel clips 
hold display boots in place, 


Risque Division Features 
New Carry-Out Package 

Str. Louis The Risque division of 
Brown Shoe Company is currently 
featuring a new carry-out package for 
its new “Gluve” constructed 
Archie Bregman, sales manager for 
Risque, described the carton as de- 
signed to help retailers sell more pairs 
of shoes faster and yet more economi- 
cally. 

The carton was on display to the 
tvade at the Risque show room in the 
Conrad Hilton Hotel during the Na- 
tional Shoe Fair. It is a two-piece 
package, held together by a _ white 
cord which serves as a handle for the 
deep-lidded box as well as a support 
for using it open to display the 
“Gluve” shoes, 

Pink and white candy stripes pre- 
dominate, with a gray field for the 
“Gluve” trade name. An abstract de- 
sign suggesting the shape of a glove 
is exhibited on the carton front, ty- 
ing in with the promotion theme, 
“Gloves for the Feet,” 


shoes. 


Leather Dressing Developed 


CHARLESTOWN, Mass.—The Paule 
Chemical Corporation announced the 
development of an easily applied slash 
leather dressing which gives contrast 
between slash marks and the rest of 
the shoe without staining the upper 
leather. The slash marks can be white 
or dark brown, whichever is best suited 
for contrast, 

These new dressings are applied by 
either sponge or camel hair brush, They 
are allowed to dry and the shoes are 
wiped with a soft cloth, and then fin- 
ished in the usual manner with dres- 
sing or top spray. 
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00 
Merchant! 


HOW ABOUT A 


ONEY MAKING 
MACHINE? 


That's what the 
Simplex SUPREME 
has proved to be in 
hundreds of shoe stores 
and shoe departments. 


It can make money for 
you, too, because it 
speeds up sales, enables 
you to fit more 
customers per day, 
permits parents to see 
that their children’s 
shoes are fitted correctly. 


Write today for 
literature, prices and 
details of our liberal 
E-x-t-e-n-d-e-d 
Payment Terms. 
X-RAY SHOE FITTER Corp. 


3533 N. Palmer Street, 
Milwaukee 1, Wisconsin 





M 





Canadian Representatives 
BOISVERT & JANELLE CO., Ltd. 
8405 St. Lowrence ‘Bivd. 
Montrea! 18, Quebec 
T. J. MACKINNON 

211 Mitchell-Copp Bidg. 
334 Portage Avenue, 
Winnipeg, Manitoba 
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Literature 


Eye Exercises Held No 
Substitute for Glasses 


The Truth About Eye Exer- 
cises—by Philip Pollack, 118 pp. 
Philadelphia, Chilton Company. 


Although the idea that you could 
“throw away your glasses” was put 
forward as long ago as 1920, this is the 
first book for the general public that 
has been written about it from a sci- 
entific point of view. The only books 
and articles published, except a few 
papers in technical journals, were those 
by Dr. William H. Bates, who first in- 
troduced the system, his followers and 
enthusiastic and deluded laymen, the 
best known of whom is Aldous Huxley. 

As a result, many people were led to 
believe that there was something in the 
system. How many have injured their 
eyes as a consequence there is no way 
of knowing. 

The reason for this strange lack of 
authoritative information for the gen- 
eral public is probably that the Bates 
system was not taken very seriously 
by ophthalmologists or optometrists. 
However, Bates practitioners claim to 
cure, not only nearsightedness and far- 
sightedness, but such diseases as glau- 
coma and cataract. People with these 
diseases are not only wasting their 
time by following the Bates methods 
but are running the risk of perma- 
nently losing their sight. This is a se- 
rious business. Dr. Pollack’s book is 
decidedly overdue. 

Dr. Pollack, a practicing optometrist 
for more than 30 years and a man of 
standing in his profession, has exam- 
ined the Bates system with reasonable 


posed its fallacies. In addition to an 
analysis of the Bates methods, he de- 
votes chapters to children’s visual and 


and reading. 
It is a simple, clear and interesting 





reading problems and to eye training | 





objectivity and has convincingly ex- | 


book. If you have any idea of throwing | 


| away your glasses, settle them firmly | 


| on your nose and read the book first. 


| Name Center Shoe Managers 


| MINNEAPOLIS — Managers were an- 
| nounced for the new Southdale Shop- 
ping Center shoe stores. 

Max Kamel, manager of Baker’s 
Shoe Store, is a former salesman and 
assistant manager at Baker’s. Dewey 
J. Greenhoe, new manager at Chand- 
ler’s Shoe Salon, has been in shoe re- 
tailing since 1938 and has held man- 
agerial positions in Duluth, Detroit 
and Minneapolis. Warren Wendell is 
manager for Flagg Brothers Shoes; 
Martin E. Mueller, Kinney Shoes, and 





S. C. Thompson, Juvenile Shoe Store. 





EXCLUSIVE 


FOOT-SO-PORT 


ve calla E 
FOOT-+--Popr SHOEs 





1S A SOUND INVESTMENT 
NOW AND A SUBSTANTIAL 
INCOME FOR YEARS TO COME 


@ Instead of fighting for survival 
in the sea of ever-increasing com- 
petition by lowering quality and 
cutting retailers’ profits, the Muse- 
beck Shoe Company is constantly 
Striving to increase the quality of 
Foot-so-Port Shoes. 

®@ Even in booming times, as we 
are experiencing today, the retailer 
who shows a smart profit is the one 
who gives the most value for the 
customer’s dollar. Repeat sales, 
which is the backbone of the re- 
tail shoe business, is measured 
solely by the quality of the prod- 
uct and 


75% of Foot-so-Port business 
is made up of ... 


REPEATS 


ONE CUSTOMER 
TELLING ANOTHER 


PRESCRIPTIONS 


. and that’s because there is no 
other shoe in America today that 
gives such satisfactory perform- 
ance. 


If success is what you are looking for, 
write today for your copy of “The In- 
‘ See 





side Story of Foot-so- 

Port Shoes” and full THE 
details concerning INSIDE STORY 
an agency in your OF 
city. There are fre- FOOT-SO-PoRT 
quent opportunities SHOES 
for managerial posi- 

tions among dealers 





who own and operate several Foot-so- 
Port Stores. 


FOOT-SO-PORT SHOES 
A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 
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At the speakers’ table of the Tanners’ 





Production Club, left to right, are William 


Law, Law Tanning Company, Cudahy, Wis., vice-president; Joseph Casnocha, 
Sandoz Chemical Works, Inc., New York City, who addressed the group, and Elwood 
Presley, Eagle-Ottawa Leather Company, Grand Haven, Mich., president. 


MILWAUKEE, WIsS.—Eighty members 
of the Tanners’ Production Club of 
Wisconsin attended the group’s 
monthly dinner meeting recently at 
the Plankinton Hotel. Joseph Cas- 
nocha, of the Sandoz Chemical Works, 
Inc., New York City, was the speaker 
of the evening. He discussed “Some 
Properties of Dyestuffs and _ their 
Significance in Leather Coloring.” 

According to Mr. Casnocha, the 
growing demand for colored leather 
shoes is paralleling the increasing im- 
portance of color in modern clothing 
trends. The great majority of the 
dyes consumed in the leather industry, 
he said, have been actually compounded 
and prepared to suit the textile trade, 
in which they are used in much 
greater quantity. 

“We have made some progress in 
supplying better dyes to the tanning 
industry,” he added. “The progress is 
not spectacular, that is true, but the 
advance is certainly noticeable.” 

Mr. Casnocha reminded his listeners 
that coloring requires a high degree 
of cooperation between the tanner, 
the colorist and the dyestuff supplier. 

“The dye-man could be of better as- 
sistance to the tanner if he were ac- 
quainted with conditions and the 
processes that are to be employed be- 
fore and after coloring. A suggested 
dye combination might work perfectly 
well under a certain set of conditions. 
However, if the conditions are not the 
ones employed by the tanner to whom 
the dye combination is suggested, then 
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both the dye-man and the tanner are 
disappointed.” 

New officers of the Tanners’ Pro- 
duction Club of Wisconsin include E]- 
wood Presley, of the Eagle-Ottawa 
Leather Company, Grand Haven, 
Mich., president; William Law, Law 
Tanning Company, Cudahy, Wis., 
vice-president, and William Hammell, 
Albert Trostel & Sons, Company, Mil- 
waukee, secretary-treasurer. 

Plans for the annual symposium, 
which is the major event of the year 
for the Tanners’ group, are rapidly 
taking shape. According to Alex Kahn, 
Gutman & Company, Inc., Chicago, who 
has been named chairman, the sym- 
posium will be held January 12 at the 
Plankinton Hotel. Aiding Mr. Kahn 
in making arrangements, will be Dr. 
Reuben Henrich, Eisendrath Tanning 
Company, Racine; Russell Launder, 
Pfister Vogel Tanning Company, Mil- 
waukee; Maurice Squires, Law Tan- 
ning Company, Milwaukee, and How- 
ard Sigman, Hoffman-Stafford Tan- 
ning Company, Chicago. 


—_—~—— 


Keith Buildings Sold 


BROCKTON, Mass.—The Dartmouth 
Shoe Company, here, has purchased 
from the Geo. E. Keith Company, the 
buildings on Evans Street in the Cam- 
pello section of Brockton which the 
former has leased from the Keith firm 
for many years. The sale ensures that 
the Dartmouth company will remain in 
this city. 


A REAR EF Fe FR ee tt ae 


USMC Gets National Award 
For Best Suggestion System 


CHIcAGoO— The United Shoe Ma- 
chinery Corporation, Boston, received 
the Achievement Award of the Na- 
tional Association of Suggestion Sys- 
tems here for the highest participation 
figure of employee suggestions among 
all member firms. 

More than 3,500 suggestions per 
1,000 employees won the top prize for 
United —an engraved achievement 
award plaque which was presented to 
Nelson B. Cutler, Jr., United’s Sug- 
gestion Department Manager, during 
the National Association Convention. 

During 1955, United received 2,166 
suggestions from 440 employees and 
an additional 1,332 suggestions from 
other sources including persons not 
employed by United. Average award 
in the firm was $386.46, among the 
highest in the industrial group. The 
highest individual award the company 
made during this period was $1,050. 

United organized its suggestions 
system in 1939. All branch offices and 
company plants participate. Each 
month, a report of adopted suggestions 
is compiled throughout the company. 


New Hide Process Witnessed 
AtM. A. Delph Company Plant 


INDIANAPOLIS — About 150 persons 
were present at the invitation of M. A. 
Delph Company, Inc., at its main plant 
here, to witness the company’s new 
process for handling hides. 

Those in attendance represented 
practically all segments of the industry 
—tanners, packers, hide brokers and 
dealers, trade magazines, market re- 
porting services and many others. 

A film, made by the Albright and 
Nell Company of Chicago, showed cat- 
tle killing on the rail and use of the 
electric knife. 

After hides are received from the 
packers in the Delph warehouse, they 
are first trimmed in accordance with 
tannery trim, which represents approx- 
imately six and one-half per cent of 
the weight of the hide. The hide is 
then fleshed in a whole hide fleshing 
machine of which approximately 16 per 
cent of the weight is removed. 

The hide is then placed in a special 
curing vat. This process takes 48 hours 
for proper cure. Then the hides are 
graded, bundled and made ready for 
shipment to the tanner. 

Delph later expects to split down the 
center those hides that will be used for 
the upper or side leather, and ship- 
ment to the tanneries will be made in 
sides. 


E-J Leather Buyer Retires 


Enpicott, N. Y.—Earl Cafferty, 
upper leather buyer at the Endicott- 
Johnson Corporation, has retired after 
45 years’ service. Associates gave him 
him a purse at a party in his honor. 
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Town& Country Makes Three Appointments 





JACK JANSING 


New York—Vergil Lipscomb, presi- 
dent of Town & Country Shoes, an- 
nounced three appointments to the 
firm, effective immediately. 

Jack Jansing, who has been with the 
firm since December, 1954, has been 
appointed to handle the New York 
territory. 

Die Sullivan, formerly with Palizzio 
and a member of the Fourth Marine 


DIC SULLIVAN 





GEORGE CARDOZA 


Division in World War II, has joined 
the company to handle the Long Island 
and Brooklyn territory. 

George Cardoza, who will be in 
charge of New Jersey and eastern 
Pennsylvania, was formerly buyer of 
women’s and children’s shoes for 
Kresge, Newark. He was a Staff Ser- 
geant radar technician in the U.S. 
Marine Corps in World War II. 





Dupras to Carry Dunham 
Brothers Line in Midwest 


BRATTLEBORO, VT.—The diversified 
line of leather footwear distributed by 
Dunham Brothers Company, here, is 
now to be offered to retailers in a part 
of the country in which the firm has 
not heretofore had representation. It 
was announced by A. T. Boman, man- 
ager of sales, that Frank L. Dupras 
will carry the line in Indiana, Kentucky 
and Tennessee. 





FRANK L. DUPRAS 


Mr. Dupras has traveled this terri- 
tory for the last three and one-half 
years, prior to which he had covered 
states in the eastern part of the coun- 
try. His war record includes four years 
with the United States Army. Mr. 
Dupras has his home in Indianapolis. 


Kagan-Lown Opens Plant 


BANGOR, ME. — Kagan-Lown Shoe 
Company is the name of Bangor’s 
newest shoe manufacturing company. 
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The new plant, said to have been 
erected at a cost of about $500,000, was 
opened late in October. 

Although only 25 workers are to be 
employed at first, this number is ex- 
pected to increase to about 600 when 
the plant is operating at peak capac- 
ity. The company makes a line of 
women’s shoes. Max Kagan is presi- 
dent of the company; and Irving 
Kagan, general manager. Guest 
speakers at the formal opening in- 
cluded Philip Lown, well-known Maine 
shoe manufacturer and an executive 
of the new firm. 


Dewey and Almy Building 
New Pilot Laboratory 


CAMBRIDGE, Mass.—Construction of a 
new half-million dollar pilot laboratory 
has been started by the Dewey and 
Almy Chemical division of W. R. Grace 
& Company. The new laboratory will 
house equipment and facilities for the 
storage, distillation and purification of 
monomers as well as coagulation and 
drying facilities. 

According to president George Black- 
wood, the new laboratory will quad- 
ruple the area Dewey and Almy pres- 
ently has devoted to piloting operations. 
Reactor equipment will range from 
quart size to 300-gallon capacity, both 
in glass-lined and stainless steel equip- 
ment. Facilities will also be provided 
for members of the company’s central 
research staff to carry out special tests 
on runs under investigation. 

The new laboratory will be equipped 
for both emulsion and solvent polymeri- 
zation as well as having a high temper- 
ature section for polyester, polyamide 
and plasticizer research. It will be op- 
erated on a 24-hour basis. 

The new facility is expected to be in 
operation by February, 1957. 


Ben Benjamin, I. Miller 
General Manager, Retires 


New York—Ben Benjamin, 64, has 
retired as general manager at the I. 
Miller Long Island City plant. He 
joined the firm in May, 1952. 

With retirement came an end to 50 
active years in the shoe industry. 

Mr. Benjamin, British born, was ap- 
prenticed at 14 with A. W. Flateau & 
Company, Ltd., of London. After five 
years there he joined the men’s shoe 
firm of James Branch, Ltd., as a cut- 
ter, and then held the same position 
with Weber & Phillips of London, 
producers of women’s shoes. 

On his arrival in the United States, 
he worked in a children’s shoe manu- 
facturing plant in Harrisburg, Pa. A 
year later he returned to the women’s 
shoe field by joining Wichert & Gard- 
ner in Brooklyn. 

Following that he was cutting room 
foreman for J. Alberts & Son, Brook- 
lyn, and a member of the firm of Sig- 
man & Cohen before finally teaming 
up with Ben Schwartz as the firm of 
Schwartz & Benjamin in 1919. 

Mr. Benjamin is the father of 
Arthur L. Benjamin, stylist and exec- 
utive assistant to the president on 
the Golo Footwear Corporation, New 
York City. 





Brezner Tanning Boosts 
Employe Benefits by $80,000 


Boston—An $80,000 yearly boost in 
employee benefits was granted by Brez- 
ner Tanning Corporation, Penacook 
and Boscowen, N. H. 

Details of the changes were an- 
nounced at two plant-wide meetings by 
Morris Cohen, president of the leather 
firm. 

In order to meet the recent jump in 
living costs, a three per cent pay hike 
was put into effect, while Fast Day 
was made an additional paid holiday in 
April, bringing the total to six a year 
for the Brezner employees. 

A $500 increase in life insurance 
coverage, to be paid for by the com- 
pany, was also announced for those who 
participate in the firm’s insurance pro- 
gram. 

The Brezner Tanning Corporation is 
owned by the Allied Kid Company, Bos- 
ton. 


Foot-so-Port Head on Coast 


OCONOMOWOC, WIS. — George Muse- 
beck, president of Foot-so-Port Shoe 
Company, division of the Musebeck 
Shoe Company here, has returned from 
a two-week tour of the West Coast, 
where he visited the chain of Foot-so- 
Port stores from San Diego, Calif. to 
Seattle, Wash., as well as independent 
accounts in California, Washington 
and Oregon. Mr. Musebeck also con- 
sulted leading doctors in connection 
with plans for closer co-operation with 
these orthopedic groups. 


Boot and Shoe Recorder 


ees Spates he 


MRE 











Give Awards at Craddock-Terry Meeting 





Seen at the Craddock-Terry sales meeting are, left to right, L. W. Bibb, Jr., Ameri- 
can Gentleman sales manager; Arthur C. Cheatham, American Gentieman sales 


representative, and P. 


LYNCHBURG, VA. — One of the fea- 
tures of the semi-annual sales meetings 
of Craddock-Terry Shoe Corporation 
held here recently was the presentation 
of outstanding salesmen’s awards for 
the year’s selling period just completed. 

First award winners, in their re- 
spective divisions, were George J. 
Daven, Manhasset Long Island, N. Y., 
Natural Bridge division; Bernard R. 
Davis, Chicago, Miracle-Tread division; 
Arthur C. Cheatham, Lakeland, Fla., 
American Gentleman division; George 


N. Burton, president. 


S. Chambers, Atlantic, Ia., Fashion 
Craft division; Ned C. Ramseur, New- 
ton, N. C., Billiken division; Jack 
Rattner, Brooklyn, National division. 

The awards were made by division 
sales managers. The entire sales force 
was commended for its year’s efforts 
by the corporation’s president, P. N. 
Burton. 

A similar contest program for 1957 
was announced during the meetings, 
which were held at Lynchburg’s Vir- 
ginian Hotel. 





Compo Names James Long 
General Sales Manager 


James F, Long has been appointed 
general sales manager of the Compo 
Shoe Machinery Corporation, Wal- 
tham, Mass., it was announced by Wal- 
ter D. Wood, vice president, sales. 

Mr. Long has been associated with 
Compo for 25 years. Prior to his re- 
ceit appointment he was New England 
regional manager. 

During World War II, his work as 
chief of the Shoe & Leather Working 
Machinery Section of the War Pro- 
duction Board earned him a citation 
from the New England Shoe & Leather 
Association. 


Barr & Bloomfield Moves 


SEABROOK, N. H. — The Barr & 
Rloomfield Shoe Manufacturing Com- 
pany has moved from its old factory 
on Collins Road to a new and com- 
pletely modern one on New Zealand 
Road, The new factory is a one-story 
structure containing 48,000 square feet 
of manufacturing space and has a 
daily capacity of 5,000 pairs of 
women’s shoes, About 350 workers, 
approximately 100 more than in the 
old plant, will be employed. 


November 15, 1956 


I. Miller Appoints Two 
To Wholesale Division 
NEw YorK—J. Maxey Jarman, pres- 
ident of I, Miller & Sons, Inc., announ- 
ced today two new appointments at 
I. Miller, the Wholesale division. 
Charles Miller, who has been vice- 





JOHN POLLOCK 


CHARLES MILLER 


president and general manager, as- 
sumes the broader duties of executive 
vice-president and remains as general 
manager, while John Pollock, who has 
been director of sales, becomes vice- 
president, in charge of sales. 

Both appointments were 
November 1, 
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WOLVERINE shoes for 
men have more exclusive 
features that help you sell 


| 

EXCLUSIVE — SHELL CORDOVAN 

HORSEHIDE SOLES— super-flexi- 
ble for faster sales. 
EXCLUSIVE BRUSHED PIGSKIN — 
the style sensation that sells on 
sight. 


Independent Retailers: For cata- 
log and franchise information, 
write, Attn-Dress Shoe Division, 
today. 


WOLVERINE 
SHOE AND TANNING CORP. 
ROCKFORD, MICHIGAN 


antes 


(is) 


member, Independent Shoemen 






HEEL HEIGHT 


RULER 


takes the guess out 
of ordering shoe 
forms, Write for 
yours today! 









No. 95 Fairy 
SHOE FORM 


for open or closed 
toe shoes with heel 
heights from real flat 
to extra high! 





HEEL FITS SHOE 

Flat 0/8” to 4/8” 
*Low 5/8” to 8/8” 
*Medium 9/8” to 12/8” 

High Cuban 13/8” to 16/8” 
*High 17/8” to 20/8” 

Spike 21/8” to 24/8” 
*Are the most popular heights. 














SHOE FORM CO. INC. 
Dept. R, Auburn, New York 
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Among the many Americans who attended the Canadian Shoe & Leather Fair in 
Montreal was this group here visiting with "Miss Canada" who is also this year’s 
“Miss Canadian Footwear.” In the front row, left to right, are Mrs. Mary Brouwer 
Hickman of Milwaukee, Dorothy Moreau “Miss Canada,” Steven J. Jay, President 
of the National Shoe Retailers’ Association and of R. Fyffe & Company, Detroit, 
and Estelle Anderson of BOOT & SHOE RECORDER. Standing at rear are G. B. 
Albritton, secretary of the National Shoe Manufacturers’ Association, and Sylvie 
Hamilton of New York, who was a featured commentator at the Fair fashion shows. 





Sbicea Erects New Factory 


ELMONTE, CALIF.—A new women’s 
shoe factory is being erected on a six- 
acre site on Rosemead Boulevard, south 
of Garvey Avenue in E] Monte, Calif., 
a suburb of Los Angeles, for Sbicca’s 


of California. 

The plant will be completely air- 
conditioned and equipped with color 
tubes and shadowless light. It will em- 
ploy more than 400 persons, it was 


disclosed by Arthur Sbicca, owner of 
the company. 
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Soa only by shoe men because 
they know shoe care best! 


STANDARD 30° - 








DELUXE 55° 


CAVALIER COMPANY | 


ised ide 


Baltimore 30, Maryland 


Serving the Shoe Trades Exclusively 
for Over a Generation | 
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Peters Division Makes 
Three Area Assignments 


St. Louts—Peters Division of Inter- 
national Shoe Company has recently 
announced the appointment of three 
new sales representatives. 





JOHN N. BLACKWELL 


Fred G. Spilker has been named to 
a territory including Nebraska, south- 
ern South Dakota and western lowa, 
carrying City Club, City Club, Jr., 
Wesboro and Diamond Brand work 
shoes. His headquarters will be at the 
Paxton Hotel, Omaha. Mr. Spilker at- 
tended Washington University, St. 
Louis, and worked from 1946 to 1949 
as a sales correspondent and merchan- 
dise man for Brown Shoe Company. 
He later served as salesman and then 
sales manager of The Bootery, Kirk- 
wood, Mo. 

Two male line territories of Peters 
division of International have been 
filled recently by John N. Blackwell in 
South Carolina and William S. Red- 
ford in Florida. Appointments were 
announced by Henry Kuxhausen, south- 


east sales manager for the division. 
Both salesmen will carry City Club, 
Wesboro, Amigos, Diamond Brand 


work shoes, and Peters Service shoes. 

Mr. Blackwell replaces Opie R. Wil- 
son, who has been transferred to the 
female line in the same territory. Mr. 
Wilson will take over the area formerly 
assigned to Jewell I. Hudspeth, who 
resigned. Mr. Blackwell will also cover 
three counties in North Carolina. He 
has a background of 10 years retail 
sales managerial experience in Colum- 
bia, S. C., with J. C. Penney Company, 
Davisons, and Lourie’s Men's Shop. 

Mr. Redford will cover all of 
Florida except 20 north and north- 
west counties. His background in- 
cludes more than 20 years of retail 
shoe selling experience, having served 
as shoe department manager for Na- 
tional Stores, Glasgow, Ky., and as 
general manager of the Alford Stores, 
Camden and Mt. Pleasant, Tenn., and 
Cooper’s Shoe Store, Columbia, Tenn. 
Most recently he was supervisor of 
Woodbine Dry Goods Stores, Franklin, 
Tenn. Mr. Redford replaces R. W. 
Smith who retired. Orlando, Fla., will 
be Mr. Redford’s headquarters. 
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New Presidents of Canadian Associations 





Shown are presidents of Canadian shoe industry associations elected during meet- 

ings held in Montreal at the recent Canadian Shoe and Leather Fair. Left to right, 

they are D. F. Campbell, president of the Canadian Shoe Retailers’ Associaiion; 

Harry Greb, president of the Shoe Manufacturers’ Association of Canada; Mei 

Johnson, chairman of the Shoe and Leather Council of Canada, and Lucien Blouin, 

president of the Tanners’ Association of Canada. Mr. Sinclair, president of the 
Shoe Industry Suppliers Association of Canada, is not shown. 





Friedman-Shelby Division Assigns Three Salesmen 


Sr. Louis — Three salesmen of 
Friedman-Shelby division of Interna- 
tional Shoe Company have recently 
been assigned new territories in Geor- 
gia, northern Wisconsin, and northern 
Illinois. 

Carrying the Grace Walker, Red 
Goose and Yanigans line are John 
White, northern Wisconsin, and Earl 
Conner, northern Illinois. A. H. Wade, 
who has been assigned Georgia due to 


the illness of S. N. Mockbee, will carry 
the Kingsway, John C. Roberts and 
John C. Roberts, Jr., brands. 

Mr. White, who will make his head- 
quarters in Escanaba, Mich., replaces 
R. H. Stephens who was transferred. 
Mr. Conner assumes the territory of 
O. C. Brown, who retired. His tempo- 
rary headquarters will be at Hotel 
Clark, Princeton, Ill. 

Mr. Wade has been with Friedman- 




















G.W. CHESBROUGH, INC, 


797 SMITH STREET 





Cosyloot 


RIPPLE GRAIN OXFORD 
All brown, brown & white 


ROCHESTER 6, N.Y 


another 


black & white 
Sizes 5 to 9 
Widths A to E 
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D&K COMPANY, INC. 


CEATHER 
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Ithaca, N. Y. 
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STOCKED BY LEADING FINDINGS JOBBERS 






MODERN ORTHOPEDIC 
5684 BROADWAY, NEW YORK 12, N.¥. CA 6-4723 


Shelby for 23 years, traveling with 
women’s and children’s in North Caro- 
lina until his present appointment. He 
will headquarter at Asheville, N. C. 


Brown Leases Factory 

Sr. Louis—A five year lease has 
been signed by Brown Shoe Company 
and the Bernie Development Associa- 
tion for a factory building located at 
Bernie, Mo. The size of the building is 
160 feet square, with available floor 
space of approximately 25,000 square 
feet. The lease became effective on No- 
vember 1 and carries a five year re- 
newal option. 

The type of footwear to be manu- 
factured by Brown Shoe Company has 
not as yet been announced, but it is 
understood that the operation of the 
new factory will start about December 
1, employing about 200 persons. The 
town of Bernie, which is located in 
southeast Missouri, has a population 
of 1,300. 


Bates Acquires New Plant 


WEBSTER, MASs.-—Additional produc- 
tion and warehousing facilities were 
acquired in Thompson, Conn., by the 
Bates Shoe Company for use by a sepa- 
rate casual shoe division, it was an- 
nounced by R. N. Sears, executive vice- 
president. Mr. Sears said the additional 
space will remove production pressure 
from the main plant. 














Our Famous Scientific Correction 
Rubber Scaphoid with Full Arch Top 


Positions automatically for correct 
longitudinal support 


Economically priced for daily use 
Sizes for men, women, children 


Fully desoribed in our catalog, 
free on request. 
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Peters Division Assigns 
Born to Central Kansas 


St. Louis—Richard R. Born has re- 
cently been assigned the central Kansas 
sales territory for Peters division of 
International Shoe Company, carrying 
the women’s and juvenile lines. 





RICHARD R. BORN 


The appointment was announced by 
C. R. Smock, northwest area sales man- 
ager for the Peters women’s line. Mr. 
Born replaces E. L. Akerman, who has 
been transferred to a territory in Iowa. 

A resident of Abilene, Kan., Mr. Born 
will make his headquarters at the Cap- 


itol Hotel in Topeka. He will carry Vel- 


WE LLCO 






for The Walk 












That Relaxes™ 


SUMMER 
CASUALS 


WELLCO SHOE CORP. 
Waynesville, N. C. 


vet Step, Smart Maid, Weather-Bird 
and Happy Hiker brands. An Interna- 
tional employee since 1946, Mr. Born 
has had experience in several of the 
firm’s plants, having been packing room 
foreman at Richland, Mo., before join- 
ing the Peters sales force. 





Freeman Names Two Aides 


BELOIT, Wis.—Two new sales repre- 
sentatives have been added to the F ree- 
man Shoe Corporation staff, Charles E. 
Freeman, assistant sales manager, an- 
nounced. William Purvis will represent 
Freeman in Washington, Oregon and 
Western Idaho and Frank Cooper has 
been named salesman in Tennessee and 
Kentucky. 


Thomas E. Gallagher Named 
Songo Shoe Vice-President 


PORTLAND, ME.—Abe Berkowitz, pres- 
ident of Songo Shoe Manufacturing 
Company, has announced the appoint- 
ment of Thomas E. Gallagher as vice- 
president. 

Mr. Gallagher, who was associated 
until recently with Joyce, Inc., will be 
sales manager of a new division of 
Songo producing casuals, flats and 
hand sewn moccasins and loafers to 
retail from $7.95 to $14.95. The entire 
production will be under the super- 
vision of James Shortell of Manches- 
ter, New Hampshire who recently 





terminated his manufacturing con- 
tract with Joyce, Inc. after an asso- 
ciation of ten years. 

Mr. Gallagher appointed William 
Leonard and Neil Terry to the Songo 
sales staff. 

A buyer for G. Fox, Hartford, Conn. 
from 1943 to 1953 and with Joyce, Inc. 





THOMAS E. GALLAGHER 


until recently, Mr. Leonard will travel 
in New England, New York, West 
Pennsylvania and Ohio for the firm, 
Neil Terry will travel the North- 
west, the territory he formerly covered 
for Joyce, Inc. Prior to joining Joyce, 
seven years ago, Mr. Terry was buyer 
for Cresent Shoe Store in Spokane. 
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COOL Summer Proposition 
Bricconés Italian Style Casuals 





Shoe Store Equipment 


CATALOGUE 
IS RESERVED FOR YOU! 
;-- Mail Coupon Today! --= 
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BE ready for your biggest casual selling season when 
American men go out-of-doors this Summer, Your cus- 
tomers will be looking for Briccones gay, carefree casuals 
with wonderful fitting qualities. They come in rich smooth é 










leather and em woven effects and feature Lion's 
famous sales making Mold-Crepe sole. Watch them walk 
out at their low price ticket. There are other Lion sandals 
for men, women, and children, all profitable retailers. 


Sandals 


INCORPORATED 
NEW YORK, N, Y. 


Lion 


707 BROADWAY 
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CBS Television Makes 
Tour of Shoe Factory 


New YorkK—In its weekly series, 
“Let’s Take a Trip,’ CBS Television 
has sought to make the world we live 
in comprehensible and exciting to 


children. The television cameras fol- 
low a travelling threesome, 11-year-old 
12-year 


Ginger MacManus, old Pud 





Ginger MacManus, aged 11, left, and 
Pud Flanagan, aged 12, right, examine 
the finished shoe product after a tour 
of the Five Star Shoe Company plant 
in Long Island City. Abe Weinman, vice- 
president and secretary of the company, 
guided them through the plant. 


ancelation 


BRANDED 


JOBS 


P.P.S.S. A. 
Hotel New Yorker 
Rooms 1673-74 


Broitman-Gaffin 


SHOES 


146 DUANE ST. - 
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NEW YORK 13,N. Y. 


Flanagan and their host and guide, 
Sonny Fox as they go on an adventure 
of exploration. 

On Sunday November 4 they visited 
the Five Star Shoe Company in Long 
Island City. The trio were shown 
through the plant by Abraham Wein- 
man, vice-president and secretary of 
the company and one of its founders. 

They saw uppers being put together 
and then fastened to soles, eyelet 
machines and heel-nailing machines in 
action, and the finishing details done 
by hand. 

Five Star was founded 40 years ago 
by Bernard Weinman, now treasurer; 
and Paul Perlis, now president. It 
turns out some 1,000,000 pairs of shoes 
a year. Selling in the $4-$7 price 
range, they are distributed to about 
10,000 chain stores under the brand 
names, Old Pals and Lucky Star. 


Fabrics Institute Meeting 

NEW YoORK—Narrow Fabrics Insti- 
tute has completed the program for 
its annual meeting at the Hotel Roose- 
velt in New York City on Monday and 
Tuesday, November 26-27, 1956. Rus- 
sell J. Neff, president, will preside. 

Meetings of both the Webbing and 
Tape Sections will be held on the first 
day, to review the status of present 
activities, including product promotion, 
statistics, standards and government 
specifications. 


Arnold Shoe Appoints 
Christy Sales Manager 


SouTH WEYMOUTH, MASs. Joe 


Christy has been appointed sales 
manager of the M. N. Arnold Shoe 
Company, a division of The Stetson 


Shoe Company, it was announced by 
Elmo Onstad, vice-president and sales 
manager of the latter company. 





JOE CHRISTY 


Mr. Christy has an outstanding rec- 
ord as a men’s shoe merchandiser, at 
both the wholesale and retail levels. He 
expects to travel extensively, showing 
the new Arnold line for spring from 
coast to coast. 
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Shell 
White & Silver 
Swirl Brocade 

(dyeable) 
17/8 illusion 
and 21/8 heel 

sizes tc 10 


$5.25 













It’s a formal-ity 


for most buyers to pick up 
the newest shoe triumphs 
for the evening scene 
from our In-Stock 


Cha-Cha 


Gold & White 
Sunflower 
Vinylite 


22/8 heel 
sizes to 10 
$,N, M 


$5.75 


ys. 


Send for our newest 


evening and daytime 
shoe catalogs today! 
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BOX HANDLERS 


LONG ARMS 
SAVE 
YOu 
TIME 


and energy. You get the shoes from the high 
shelves quickly, easily, safely. No falls from 
ladders or stools. With 24" to 60" hondies, $3.50; 
72" hendies, $4.50. Parcel oat prepaid in —_ 
Satisfaction guoronteed. der handle len 
desired ond if for men's or women" s boxes ‘Se 
jobber or 











CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 
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ORTHOPEDIC FOOTWEAR 





TARSO SUPINATOR SHOES® 


—for weak or flat feet— 

. prescribed by doctors 

as the modern corrective 
shoe for children, 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broedway . Yorhute, N.Y. 
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International Shoe Announces 
More Personnel Changes 


St. Louis — International Shoe Com- 
pany has recently announced the re- 
tirement of one plant foreman and the 
transfer of two others. 

Arthur Snyder, stock fitting fore- 
man at the Jerseyville, Ill., plant, re- 
tired November 1 after nearly half a 
century of service. He began his ca- 


reer in 1906 when he went to work for | 


Roberts, Johnson & Rand Shoe Com- 
pany. 

Mr. Snyder, 65, rejoined Interna- 
tional 30 years ago after working for 
several smaller shoe firms. He spent 
15 years as foreman at International’s 
St. Louis Avenue plant, coming to 
Jerseyville in 1941. Following his re- 
tirement, Mr. Snyder and his wife 
plan to live in Webster Groves, Mo. 

Two International foremen at St. 
Clair, Mo., have been tranferred in the 
program to convert the plant from 
shoe production to stock fitting and 
wood heel covering. 

Clyde C. Bunting, 53, bottoming 
room foreman, has been transferred 
to the same position at Mount Vernon, 
Ill., and Paul A. Reed, 38, fitting room 
foreman, has been shifted to the same 
post at Richland, Mo. 


Mr. Bunting, who has been an In- | 
was | 


ternational employee since 1921, 
promoted to foreman in 1940. Mr. 
Reed, an employee since 1934, was 
made assistant foreman in 1945 and 
foreman in 1948. The transfers were 
announced by Virgil Jeffers, general 
superintendent of the women’s manu- 
facturing division. 





New Children’s Shoe Store 
On Philadelphia’s Main Line 





Arnold Bartschi, president of Edwards 
Shoes, Inc., left, attended the cocktail 
party given by Russ Robertson for the 
opening of his Children's Bootery, Haver- 
ford, Pa. The new store caters to fash- 
jonable Main Line, Philadelphia, trade. 
Shoes carried are Edwards, U. $. Rubber 
and Wellco slippers. Mr. Robertson has 
been managing shoe stores on the west 
coast. This is his first personal venture. 























JOBS 





For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands _ Lowest Prices 
Largest Stocks All Price Ranges 


PPSSA Nov. 25-29 
Hotel New Yorker—Rooms 1647-1663 


es eer 
MOSINGER- COHN 


Louis 3, M 




















DO-IT 
YOURSELF 


Display signs 





with Pre-cut gummed 
paper letters, Numbers 
and Characters. Mois- 
ten and Mount. 





ie 
. Pm ” 
Starter Kit...A..2 "es Pe 


2500 Red and Black Letters. 35 of each in 
2 sizes 44"—1'4", IN DIVIDED CAsES 


Sizes Available $17.95 Satisned 


3 ‘A = to 6 


FRUCHEY SERVICE COMPANY 

















Box 4618, Napoleon, Ohio 








JOBS 





CANCELLATIONS 
COME TO PHILADELPHIA 


YOUR OPPORTUNITY TO BUY SHOES 
AT LOWER PRICES DUE TO 
OUR LOW OVERHEAD 
BEST KNOWN BRANDS IN AMERICA 
MEN'S WOMEN'S CHILDREN'S 


M. L. C. SALES CO. 


48 N. 3rd St. Philadelphia, Pa. 
MArket 7-0823 
WM. CEASAR MARCUS LUBER 
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International Tannery Resumes Production Brown Appoints W. H. Gowan 


St. Lours — The International Shoe expected to be resumed before the end St. Louis— William Herschel 


Company tannery at Marlinton, W. 
Va., reopened in November following a nouncement by J. D. Schaefer, super- 


two month shutdown for renovation 
and remodelling. Full production was 





I. Miller Wholesale Division 
Names Design Director 





Billie Howard Frankel, active in the fash- 
ion world for many years and a former 
vice-president of Miron Woolens, has 
joined the Wholesale division of |. Miller 
& Sons, Inc., as a vice-president and di- 
rector of design. A former fashion di- 
rector for Carlisle Shoes, Miss Frankel 
was also publicity director for Saks 
Fifth Avenue and Lord & Taylor. 


Ble 





British Classi 


146 DUANE ST., NEW YORK 





November 15, 1956 


P.P.S.S.A. HOTEL NEW YORKER 


Gowan has been appointed sales repre- 
sentative for the United Men’s divi- 
sion of Brown Shoe Company. Mr. 
Gowan will replace R. T. Feagle who, 
after 39 years in the shoe business, re- 
tired in October. Mr. Gowan has re- 
cently completed Brown Shoe Com- 
pany’s sales training course. 


of November, according to an an- 


intendent, and Waightstill Avery, as- 
sistant superintendent. The opening 
production level was 600 hides a day. 

The $185,000 renovation program in- 
cluded improvements both to the build- 
ing and to the equipment. The facili- 
ties were repainted, new lighting sys- 
tem installed, the beam house was ex- Jarman Appoints Ed Jones 


tended, vats were repaired, and new ee i 
To New York City Territory 





flashing equipment was installed along 
with additional wash drums. : weg 

The improvements were designed to “ . 
raise the quality of: the hides and to 
lower manufacturing costs. 





— 


Harvey Leather Names 
Sart Color Coordinator 


PHILADELPHIA — Gilbert D. Sart, 
president of the Agoos Leather Com- 
pany, Lynn, Mass., until its liquidation 
this fall, has been appointed color 
coordinator of the Thomas B. Harvey 
Leather Company, Philadelphia, it 
was announced by that firm’s presi- 
dent, Thomas B. Harvey. 

Mr. Sart is a_ recognized leather 
color expert, especially in suede 







leathers. He will be in charge of color £4 ©. Jones, who was ~ gg mgd Jarman 
development and coordination of the Shee sales represeatative ia New York 
Harvey fir vr : : City. He has been with the General 

arvey firm, particularly in kid suede gho¢ Corporation for more than 15 
leathers. His activities will be divided years. The announcement was made by 
between Philadelphia and Boston. Earle T. Bumpous, president of Jarman. 





STILT soe! Increases Stature! 
FOOT-KING® on 


we * 


Men's 
GOODYEAR WELTS 
In-Stock 


£ 














Displaying» 
HOTEL 
NEW YORKER 
during it 79 l¢ 3 
pea de 
Retail about 9.95 PPL.S.S.A. Men's 6/12, 8, C, D 
Price $6.00 Net 
AAAAtoD 4-10 , 
Mile High'’ thick bouncey black crepe soles give these shoes a bottom nearly 
1 k, Brown Navy one inch high. Brings your customers UP in the world! Light and rtable 
; Y Three patterns in stock. Ideal for winter—light enough for sun 
> > Black SEAMLESS BAL-—Leather I'ning, anti-fungus drill, #79163, 6/12, B, C 
Red, White D "$6.00 Net 


Black KICKER BACK PENNY LOAFER-—3¢79373, 6/12, D. $6.05 Net 
Black SHU-LOK®, Sole as above—3¢7990!, 6/12, B, C, D, $6.85 Net. 
Also in stock, black seamless bal "BOMBER" super thick Slab sole and 
midsole, Men's 329160 sizes 6/12, B, C, D, @ $5.00 Net. In BOYS’, black 


ROOMS 1673-74 3127447, sizes 1/7, D, @ $4.25 Net. 
FOOT KING@®—Headquarters for prompt delivery of tested SHU-LOKS 
RIPPLE SOLE shoes: WELLINGTON BOOTS in Black, Brown and Brushed 
e Leather--MORE THAN 140 STYLES IN-STOCK—widths B to EEE--Men's, A to 
oys', according to style 
HS Inc Foot King REG-E-STURDG) Boys’ Shoes—Sole guaranteed 4 months wear or 
9 e a Free new pair! Sizes | to 7, widths A to E, to retail at $7.95 


FOOT KING means BUSINESS! 


a, Ne A. S. KREIDER & SON CO. — it;——PALMYRA, PENNA. 
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BALLET SLIPPERS 


Order by Mail | 
from Factory 
PLEATED-TOE BALLETS, 


hand-lasted, genuine leathers, 
all sizes—N and M widths. | 
Available in STRAIGHT 
model or R and L model— | 
Also STRETCHER BINDING. | 





Prompt Deliveries— 
Samples on request. | 


HOLLYWOOD PRODUCTS INC. 


Factory—P. O. Box 628, Columbus 16, O. 











NOVELTIES 


Alaa |=] 0 /S] | 


Metal Initials for Rubbers, Overshoes, 
Loafers, Casuals, Athletic Footwear! 


RANG 











NAME-IES is the first and only tested way to per- 
manentiy identify all kinds @ footwear and many 


personal items, Do it in minutes for pennies! 
NAME-IES is a profit maker. . . a business stimu- 
lator # good will builder. Easy to apply one, 
two or three initials in one operation, Can't rust 


tarnish 

COMPLETE NAME-IES KIT 
Including Press-O-Name Applicator, $1 7 50 
650 nickel-plated brass %” x 7/16” . 
initicis is compartment box, with POSTPAID 


free advertising material. 


The DANSEN COMPANY 


Box 557 - - - St. Cloud, Minn. 


NOTE: Jobbers and representatives! Write for de- 
tails. Many excellent territories open 











United Last Appointments 

Boston—Three promotions have been 
announced by E. G. Tremaine, general 
manager of the United Last Company. 

W. T. Nowack has been made as- 
sistant general manager for eastern 
United States and will also continue 
as manager of the company’s Stewart 
and Potter Branch. Joseph McNamara 
has been promoted from manager of 
Krentler Bros. Branch in St. Louis to 
western assistant general manager; 
and Edward Daniels, formerly assis- 
tant manager of Krentler Bros., has 
been made manager. 

All three appointments were effective 
November 1, 
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Delman Establishes New 
Christian Dior Shoe Line 


New York—Rubin Adler, president 
of Delman Shoes, announced the es- 
tablishment of a new division of Del- 
man to be known as Christian Dior 
Shoes, Inc. 

Plans for the establishment of this 
new line have been under way for 
some time, and it is expected that the 





FRANK BRANDON 


line will be on the market in the spring 
of 1957. Distribution will be limited 
until production facilities are built up. 

Heading up the new line will be 
Frank Brandon, as vice-president of 
this new division. Mr. Brandon has 
been director of design for I. Miller 
Shoe Company, and has been asso- 
ciated with other divisions of General 
Shoe for the past 10 years. 

The Christian Dior line will be 
under the guidance of the world-fa- 
mous Paris couturier, Christian Dior. 
It is expected that the line will have 
a retail base in the $20-$25 price 
range, with other shoes extending up 
to $100. 


Acme Names Pat Crowell 
To New York Territory 


St. Louris—E. J. Crowell, known to 
the shoe trade as Pat Crowell, has 
recently been appointed to represent 
Acme Boot Manufacturing Company, 
Clarksville, Tenn., in metropolitan 
New York. Mr. Crowell’s territory 
will include all of the boroughs as 
well as Long Island and Westchester 





E. J. CROWELL 


County, N. Y. He has already started 
to contact Acme’s trade in that area. 

Mr. Crowell is widely known in shoe 
circles throughout New York and 
New Jersey. Formerly associated with 
Trimfoot of Framington, Mo., he was 
with that firm for 21 years, the last 
16 of which he spent in the New York 
metropolitan area. He had served as 
an eastern sales manager for Trim- 
foot, with several men working under 
his jurisdiction. 

According to Marvin S. Conn, who 
made the announcement for Acme, the 
firm plans to make metropolitan New 
York an even more important area 
with Pat Crowell as representative. 





Craft Shoe Appoints Holden 
As Its Sales Representative 


PHILADELPHIA—The Craft Shoe 
Manufacturing Company, producers of 
ladies’ fine footwear here, announced 
a planned factory and sales expansion 
through its president, Samuel Koster. 

Mr. Koster announced that John J. 
Holden has been appointed a sales 
representative to travel all parts of 
the country. He will have his New 
York offices in the Marbridge Build- 


ing. 
Mr. Holden previously represented 
the Selby Shoe Company of Ports- 


mouth, O., and the Foot-Flair division 
of the Mutual Shoe Company in May- 
nard, Mass. Just previous to his new 
appointment, Mr. Holden traveled the 
entire country visiting major  ac- 
counts in the larger cities for Mutual. 

Mr. Holden had early experience 
as a retail buyer for all Oppenheim 
Collins & Company stores and was a 
buyer of better grade women’s shoes 
for John Wanamaker. 








Citations Representatives 


SomerswortH, N. H.—Three new 
sales representatives have joined the 
staff of the Somersworth Shoe Com- 
pany, manufacturers of the Citations 
line of women’s dress shoes, according 
to Fred Tanzer, Citations president. 

Caspar A. Lane, who lives in Seattle, 
will cover Oregon and Washington. 
David Lapidus, of Los Angeles, will 
travel California, Nevada and Arizona. 
Roy Apostolou of St. Louis, has as his 
territory Missouri, southern Illinois, 
Kansas and Nebraska. Mr. Lapidus 
and Mr. Apostolou formerly were as- 
sociated with the Deb Shoe Company. 


Connors Joins Bergren Staff 


CuicaGo — Ralph Connors has_ re- 
cently been promoted to the position 
of sales manager for A. J. Bergren 
Company, Chicago shoe store supply 
house. The firm serves as manufac- 
turer’s representative for a number of 
shoe specialty items and also features 
polishes, laces, shoe forms, etc. 
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SALESMEN WANTED 


SALESMEN WANTED SALESMEN WANTED 











DF 


SALESMEN WANTED 


Midwestern Manufacturer of Quality line of Boots and Shoes desires representation. Only men willing to 
travel and who have confidence in their ability to sell need apply. Most styles IN STOCK. Nationally 
advertised Brand Name. Men with non-conflicting sideline will be considered. All replies held in strictest 


confidence. 
1. Arkansas % 
2. Washington & Oregon 4. 


Reply to Box 837, care BOOT and SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna. 


OPEN TERRITORIES 

lowa—Nebraska 5. Kentucky—Virginia 

Michig Indi Ohio 6. Maryland, Washington D. C.—Delaware 
East Pennsylvania—Northern New York State 














perienced shoe salesman. Packed in 


business 


Territories open: 
New York (Excluding N. Y. C.) 


Georgia-Alabama 
Louisiana-Mississippi 


Fine, old, successful shoe manufacturer of Men's, Boys’ and Little Gents SALESMEN 


popular priced stitchdowns rated AA-l, 


One hundred per cent In-Stock can be easily placed for lucrative re-order 


Write in confidence giving all details of experience in this letter plastic rainboots. Must have experi- 


North and South Carolina-Tennessee Minnesota-Wisconsin Reply to Box 858, care BOOT & SHOE RECORDER 


offers attractive commission to ex- 
two grips for “Just Right’ sideline. WANTED 


Handle exciting new line of women's 


ence calling on retail shoe stores. All 


Illinois-Missouri territories open. 


Chestnut & 56th Streets, Philadelphia 39, Pa. 








Colorado-Utah-Wyoming 


Washington-Oregon-Idaho EXAS, GEORGIA, AND FLORIDA, 
SALESMEN WANTED: Represent estab- 





Reply to Box 849, BOOT and SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna. lished line of Men’s and Boys’ Work and Dress 


Shoes. Commission basis. May be carried with 
non-conflicting line. State road experience and 





| trade references, Reply to Box 857, Boot and 








OPPORTUNITY ||| 


We hove several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% a ai plus bonus. Write: 
L CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 











TIDWE STERN MANUFACTURER OF 
POPULAR PRICED Young Men's and 
Men's In-stock Shoes wishes men for Michigan, 
Minnesota, North Dakota, South Dakota, Lowa, 
May carry side line. Reply to Box 853, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila- 
delphia 39, Pa. 





— — — , _ | Shoe Recorder, Chestnut & 56th Streets, Phila- 

SALESMEN WANTED delphia 39, Pa: 

te vg A, “ Ciidcon's oe Vii Fae 
" r t ‘ 

Commission basis. tan be carried, with BUSINESS OPPORTUNITY 

non-conflicting Line. Established territories: 

Kentucky, Ohio and Minnesota. Reply, with 


wigite KEPNER SCOTT SHOS co., | | LaCROSSE SHOE OUTLET 























Crutgebers, Pe. | Small, going Outlet Interested in Name 
pm f tire family. Want od 
ALESMEN WANTED FOR SHORT LINE | Brands Se pn 3 : pre 

Imported Men's Sandals. Fast selling all | sizes; can handle gross shipments only. 
leather sandals for better grade stores and de- | If you can supply us please contact im- 
partments, Delivery from stock. Excellent sales | mediately— MRS. R. EASTMAN 
potential. Many open territories. Reply to Box ; 

856, Boot and Shoe Recorder, Chestnut & 56th 607 Mate, Letvesss, swesensle 








Streets, Philadelphia 39, Pa. 








CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 








ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


Name (please print) 














publication date. Te ee. Naresh |e 
NOTICE: : 

Classified Advertising Enclosed is Check 1 

is payable in advance Please check if box No. is Wanted ("] Money Order 1) 
November 15, 1956 149 











SIDELINE SALESMAN WTD. 





ELL KNOWN 
CHILDREN’S 


MANUFACTURER OF 
Pre-Welts, Cements, and 
Bon-Welts; in-stock and make-ups. Commission 
basis. Many open territories. Priced for both 
volume and small buyers. KUTE KIDDIES 
+ pda COMPANY, 95 Bridge Street, Lowell, 
Mass 


Sos ORNAMENTS, “BOWS ‘AND FO\ FOOT 
Pocket size samples. Manufacturer 
offers highest commission. Reply to Box 556, 








Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 
EAUTIFUL DISPLAY CARDS "MADE 


EASILY with our “Do-It-Yourself” display 


Sign Kit. Good sideline commission for you. 
Good deal for all stores. Write for samples of 
our beautiful “Pre-Cut” Gummed Paper Let- 


ters; 7 sizes 4%” to 6”; 8 colors in Black, Red, 
Blue, Green, White, Yellow, Gold and Silver. 
Mount them like a stamp anywhere. Write for 
samples: FRUCHEY COMPANY, Box 461 B, 
Napoleon, Ohio. 





FOR SALE 


ONG aan WOMEN’S, CHIL- 

DREN’S YS’, Medium Priced Shoe 
Store, N.Y.C. "al location; Low rent; A-1 
reason for selling. Reply to Box 859, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila 
delphia 39, Pa. 
FAMILY SHOE STORE FOR SALE Es- 

tablished over 60 years. In fast growing 
Southeastern Pennsylvania industrial city. Mod- 
ern front; Excellent location; Low rent. Ap 
proximately $15,000 inventory. Owners retiring. 
Reply to Box 855, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














E TIRING FROM SHOE BUSINESS: Shoe 

department Volume Popular Priced Top 
Department Store, Central New Jersey, now 
producing high, steady income, can buy going 
business for cost of clean stock. No charge for 
fixtures or good will. $20,000 cash and high 
references. Reply to Box 854, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadel- 
phia 39, Pa 


"AMII Y 
TOWN 





KANSAS 


inventory, 


SHOE STORE IN 
of 4000. Low rent, low 
good lease. Best location in town, Nationally 
advertised brands. Reply to Box 852, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila- 
delphia 39, Pa. 

SHOE 


ALTIMORE: FAMILY 


STORE, 
established 15 years: Medium to Better 
Grade: with or without stock. Must go South. 


No triflers 
Recorder, 
39, Pa. 


Reply to Box 850, Boot and Shoe 
Chestnut & 56th Streets, Philadelphia 





POSITIONS WANTED 


HOEMAN, 33, WANTS BUYER, MAN- 

AGER position in or around Chattanooga, 
Tennessee. Eleven years’ retail and wholesale 
experience. Reply to Bex 860, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadel 
phia 39, Pa 








FOR LEASE 


PPORTUNITY, 
AVAILABLE 





LEASED DEPARTMENT 
in Jr. Department Store for 


family shoes; modern store opening January 
SPEAKER'S, 4218 South Central, Phoenix, 
Arizona 





WANTED 








WANTED REPRESENTATIVE 
To sell Miller Shoe Trees, Cordo-Hyde 
and Schaeffer laces in Metropolitan 
New York, New Jersey, and Long Island 
Area. Write for full particulars. 


0. A. MILLER COMPANY, Plymouth, New Hampshire 
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HELP WANTED 





WANTED TO PURCHASE 








SHOE STYLIST AND DESIGNER 


One of Nation’s Largest Multi-Product 
Manufacturers needs an experienced per- 
son for styling and designing casual 
fabric shoe lines. The individual we are 
looking for is of ting styles 
that will sell in a medium priced market. 
The position is in a midwestern location. 
The production, a advertising and market- 

cti d with our shoe 
lines have been firmly established over 
a period of years. e stylist selected 
will be one of the most important mem- 
bers of this Management Team. Salary 
is open. Submit complete resume of ex- 
perience, background, salary require- 
ments, etc. 


Reply to Box 613, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 




















TYLIST AND DESIGNER: Large Manufac- 

turer of Canvas and Waterproof Footwear 
needs an experienced person for styling and 
designing fabric, waterproof and casual foot- 
wear. Must be capable of creating styles that 
will sell in medium priced market. Submit com- 
plete resume of experience, background, salary 
requirements, etc. Reply to Box 842, Boot and 
Shoe Recorder, Chestnut & 56th Sts., Philadel 
phia 9, Penna. 


WANTED TO PURCHASE 


BUY SHOE STORE in or 
Reply to Box 851, 
Chestnut & 56th 








WANTED TO 
near by Tulsa, Oklahoma. 
Boot and Shoe Recorder, 
Streets, Philadelphia 39, Pa. 


Roberts, Johnson & Rand 
Appoints Three Salesmen 


St. Louis—Percy B. Wendt, men’s 
division sales manager, has recently 
announced the appointment of three 
new sales representatives for Roberts, 
Johnson & Rand division of Inter- 
national Shoe Company. All have been 
assigned male line territories. 

The new salesmen are Ray F. Fow- 
ler, Carroll G. Langton and J. E. “Ed” 
Pickering. All are recent graduates of 
International’s sales training class and 
will carry Rand, Randcraft, Official 
Boy Scout, Star Brand and Hy-Test 
lines. 

Ray Fowler has been assigned the 
Dakotas and northern Nebraska. He 
replaces Jim Cook, Jr., who has been 
transferred to the female line. Mr. 
Fowler, who has background in both 
retail and road selling, will make his 
headquarters in Aberdeen, S. D. 

Carroll Langton will serve southern 
Wisconsin, northern Illinois, and south- 
eastern Iowa, making his headquarters 
in Milwaukee. His background includes 
retail shoe experience in Wisconsin 
and Minnesota and road selling. He 


replaces Frank M. Phillips, who re- 
signed, 
Mr. Pickering, who will cover the 


western half of Ohio, will be head- 
quartered at Dayton. Before spending 
several months in the St. Louis office, 
Mr. Pickering had road experience 
with an eastern branch of Interna- 
tional. He replaces Nick George, who 
resigned. 


eI OLED Soe ip ins 












MORRIS BAYROFF 
formerly with M & R Shoe Co. 
'S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 











CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 






























WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 



















MERCHANTS' NEEDS 











ADVEP.TISING 
GOULET 


' 
—here's how to get 
More Business! 

HE Vincent Edwards Idea Clipping 

Service has over 2000 satisfied users 

Each order filled according to what 
you want; wholesalers usually request bes: 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on, 

Use coupon below to 
this valuable service and the special short 
term trial offer. No obligation. of course 
Se @ ee Se SB eS BeBe aeaeeanaaeaanaeae 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
rganization 
342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 


City 


Name 


IDE mn 













learn more about 


Company 











SEE PAGE 152 












Boot and Shoe Recorder 





























Topic of the Day 
WHO CAN 


UNCLE LOUIS’ 
PRICES... 


For the answer—phone or write 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, N. Y. 


WO 2-5063 
formerly with S. CAMITTA & SONS 

















WANTED TO PURCHASE 


WANTED TO PURCHASE 











SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women’s and children’s shoes. 


ne <ookwear FOR OVER 41 YEARS 


MOSINGER-COHN 


1235 Washington St. Lovis 3, Mo 








BARIS 


THE NATION'S FINEST 
CANCELLATION SHOES 








\“ddddlddda®s AR\S BUYS for CASH 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 
Jobs In Fine Shoes From Fine Sources Since 1931 


New York 7, N.Y. - 


79-81 Reade St. - 










MMMM|@ell 


\ 


N 
Wd 








Tel: WOrth 2-5180 







Yd 











Max L. Meltzer, Pres. 


WE PAY MORE f.-ausc WE ARE RETAILERS 





WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 


Ivanhoe 1-9830 








WE BUY CLOSE OUTS 


Phone or wire 
collect 


B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 





B.& R. PAYS THE LIMIT 


COMPLETE SHOE STOCKS 
LEASES ASSUMED 
YOUR NAME PROTECTED 


Cc 
a 
Ss 
H 


Ben LaMonica 
Ralph Vogel 





DEAL WITH CONFIDENCE 
WITH THE ORIGINAL 


SAM CAMITTA & SONS 





New Address 
COrtlandt 7-6378-9 


138 Duane St. 
New York 13, N. Y. 


Foremost Cash Buyers of Fine 
Shoe Jobs Since 1906 


Surplus Stocks @ Closeouts © Complete Stocks 
Your Name and Brand Protected 


November 15, 1956 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 














MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 


Discontinued stocks 


HARRY HESS 
76 Reade Street 


New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 























V Quality Shoes \ Complete Stores 
dv CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 
Any Quantity . . . Any Time! 





For Quick Action, 
(] Write, Wire or Phone= 


SHOE CO. 


12 w 





CE 1-3762 


CE 1-4898 = 
QUALITY SHOES SINCE 32 s 


“WHILE IN TOWN SEE WEIL” 








ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 











« surplus 
e discontinued 
lines 


¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, ¢ BE 3-7290 
146 DUANE ST., N.Y. C. 











WE PAY CASH 
for your 

+ SURPLUS STOCK 

- DISCONTINUED LINES 

* CLOSE-OUTS 

Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's * Children's 
31 No. 4th St. 


BARSH & CO. Phila. 6, Pa. 


Write or PHONE - MA 7-1666 

















NOW AVAILABLE IN BOOKLET FORM 
THE 
UNITED STATES SHOE MARKET 
A STUDY OF THE 1957 SALES POTENTIAL for FOOTWEAR 
In response to many requests BOOT and SHOE RECORDER has reprinted 


in convenient booklet form (28 pages) this valuable report which originally 
appeared in the October 15, 1956 issue. 


Copies may be purchased singly at seventy-five cents each, or in quantities— 
prices on request. Order copies now for your use and that of your sales- 
men before the limited supply is exhausted. Send remittance with order to 


BOOT and SHOE RECORDER, Chestnut and 56th Streets, Philadelphia 39, Pa. 














Form Shoe Fabrics Unit 

New York—Gerard T. Baxter of 
Baxter, Kelly & Faust, Inc., announced 
the formation of a new Shoe Fabrics 
division with headquarters in Room 
660, Marbridge Building. This division 





Commonwealth Announces 
Territory Personnel Changes 


WHITMAN, MAss.—A number of 
changes in the company’s sales rep- 
resentation have been announced by 


Viner Names Consultant 
BaANGor, Me.—A. P. Walker, associ- 
ated with shoe firms in Maine for many 
years, has been appointed consultant 
to Viner Brothers, Inc., Richard E. 
Hasey, vice-president, announced. 





will be directed by William J. Moran. brea — i mangas veo 
eon peatthoo aegrnesge ey pasts Mexican Firm Signs 
Dr. Posner Shoe Appoints ee . 
W. L. Sherrill is now covering Ripple Sole Agreement 


Martin Smith to New England 





The appointment of Martin Smith, above, 
as Dr. Posner Shoe Company sales rep- 
resentative for the New England area, 
wes announced by Saul Maslow, sales 
manager. Mr. Smith's background in- 
cludes positions os assistant shoe buyer 
at R. H. White Company, Boston, and 
Worcester, Mass., and merchandise dis- 
tributor for the John Irving Shoe Com- 
pany Boston. 


Chicago, northern Indiana and Mich- 
igan in which territory he replaces 
Robert Ruwitch who has resigned to 
enter the publishing business in Chi- 
cago. Andrew MacDonald will take 
over Mr. Sherrill’s former territory, 
consisting of Missouri, Illinois and 
western Indiana. 

John Allen has been transferred to 
the Ohio and eastern Indiana terri- 
tory formerly covered by Richard Ole- 
weiller who has resigned to enter the 
construction business. Mr. Allen’s for- 
mer territory Wisconsin and Minne- 
sota, will be covered by a new man, 
Charles Frink, 

Mr. MacDonald is a graduate of 
Northeastern University in Boston, 
and Mr. Frink received his degree 
from Boston University. Both have had 
extensive experience in shoe retailing 
and manufacturing and both have 
recently served as assistants to vice- 
president in charge of sales of com- 
panies with which they have been 
associated. They will make their homes 
in their new territories. 





FIRST CHOICE — ——_ 


WITH G H 
TOP RETAILERS 
AND 


WELTS & 


GERBERICH-PAYWNE SHOE Co. 


MOUNT JOY 


PENNSYLVANIA 





EPHRATA 





152 








THE FINEST 


PRE WELTS 





PLUPBADA INTERNACIONAL 
SALA DE ESPERA 





Principals of Suelas Modernas, S. A., 
shown above greeting Morton Hack, vice 
president of Ripple Sole Corporation, 
Detroit, at the Mexico City Airport for 
the signing of a license agreement. Left 
to right: Nicolas Alcorte, Alfredo Avila, 
Morton Hack, Horacio Cruz and Dr. 
Laurence E. Morehouse, research consul- 
tant for Ripple Sole Corporation. 


|A Formula That Makes 
DOLLARS AND SENSE 


Ephrata 
Juvenile Shoes 
Sold Under 
Your Own Brand Name 


Catalog on request 


EPHRATA SHOE COMPANY 


PENNSYLVANIA 
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How to get your foot 
in the boot business . . . 


SELL 
GODING 
BOOTS 








"Wellington" 





Getting your foot in the boot 


business is a simple matter 
when you stock Goding Boots 
like the “Wellington” shown 
here, They’re built to the ex- 
acting specifications of their 
originators, the Australian 
aviators of World War IT, but 
with an important improve- 
ment — Goodyear Welt Con- 
struction. 


In all sizes for both men and 
boys, Goding “Wellingtons” 
offer your customers more 
style and more wear for less 
money ... with a full mark- 
up for you. 


Write today for free 
full-color catalog of the 
entire Goding Line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 

























For Comfort and. 
Preserved Beauty 


of 


Toe Contour 














For toe comfort and that “‘showroom”’ look 
in the toe area... . rely on “‘Celastic.”’ 


Use “Celastic” for firm box toes, “Soft Box Celastic”’ for supple 
but resilient toe area support. Either material can be 

depended on for faithful performance and good looks. 

There’s a “‘Celastic” for unlined footwear, too. 





UNITED SHOE MACHINERY CORPORATION -« BOSTON, MASS 4CHUSETTS 















Style 2573 Style 2537 
BERMUDA Last BERMUDA Last 
Maple Monona 
Grain 
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7 8% to $24.95 
SOME HIGHER 


mFabulous Fit makes Nunn-Bush 
First in Quality i The man who wears Nunn-Bush Shoes for the first time 


soon notices “something different” about the way they snug the heel, 
hug the ankle. He is discovering Ankle-Fashioning, in action. 
Only Nunn-Bush Shoes are Ankle-Fashioned. Only Ankle-Fashioning 





Fa gives so many, many extra miles of satisfaction! 





NUNN-BUSH SHOE COMPANY + MILWAUKEE I, WISCONSIN 










Style 2532 
BERMUDA Last , 
Burgundy Calf a 2 eh Yi, 


” Ao, 
mJ - , Lawn eg 





See Your Local Nunn-Bush Dealer 












Style 2738 
BERMUDA Last 
Tan Calf 













Style 1597 

ROMA Last 
Gura Grain and 
Black Calf 












Write for Elaborate 
Nunn-Bush Catalog 






SO MAKERS OF EDGERTON SHOES FOR MEN @®@ STYLES $11.95 TO $15.95 ® SOME HIGHER 





SO MAKERS OF EDGERTON SHOES FOR MEN 














